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No snaps—no buckles—no 
fasteners, just one quick 
pull and this Gaytees style 
ison... or off... ! 


APPROVED AS THE OUTSTANDING GAITER 
STYLE BY LEADING SHOE BUYERS, FAMOUS 
/ PARISIAN STYLISTS AND AMERICAN WOMEN 
| EVERYWHERE. GAYTEES ARE MADE ONLY BY 


e gre ; ; 
United States )) Rubber Company 














is on the way.. 


Scores of BILLIKEWN salesmen just hopped off from 


home port bulging with enthusiasm for this remark- 


able line of BILLIKEN ARCH SHOES for Spring. 


In the sample cases of each man are numbers in men’s, 
women’s, children’s and growing girls’ health building, 
style embracing footwear that will make your eyes 
sparkle and your hands itch to fit them. 


Never before in the history of The BILLIKEN Shoe- 
makers has the name BILLIKEN meant so much in 
superb workmanship, original style and design—and 
dealer profits—never before in the history of BILLI- 
KEN Shoemaking have we been quite so confident 
of the sales-producing possibilities of our Spring 
line-up. 


Stand by, BILLIKEN Buyers, until you see these 
shoes and you'll be just as sure as we are that EVERY 
MEMBER OF EVERY FAMILY in your town will 
fall in love, “feet first,’ with BILLIKEN ARCH 
SHOES. If you’re not a BILLIKEN Buyer now 
send a card back fast and our Salesman will give you 
prompt attention. 


McELROY-SLOAN 


“The Billiken Shoemakers” 
ST. LOUIS MISSOURI 
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Hear Heel Hugger Harmonies every Tuesday at 8:30 P.M., over WJZ and Associated Stations 


| T you are an outstanding dealer 


| in your city..... 


3 then let this be your 
reminder 


to find out more about those fast-selling 


HEEL HUGGER SHOES 


(for Women) that impressed you so favorably at the 
National Seasonal Opening and Shoe Display Week 


in New York, some three or four weeks ago. 





AAAARA toEEE Sizes 1t012 





Address all communications to 


HEEL HUGGER SHOES, INC. 


AUBURN NEW YORK 

















Vol. 100, No. 14. Published every week by the Boot & Shoe Recorder Publishing Company, Division of » New York, N. Y. 
Entered as sécond-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of ear. Printed in U. 8. A. 


Boor aND SHOE RECORDER 
combining THe SHoz Reraiuer, Dec. 12, 1931 1 





United Business Publishers, Inc., 239 W. 39th St., New Yor 
March 3, 1879. Subscription price, $3.00 per y 



















The whole world knows it! 





D, Pa clean white cloth 











in suds of IVORY Soap B 

or id Y follow ing these 

W ving the cloth, and then simple directions, 

rub lightly over the sur- you will prolong the 
Sace of lhe leather. beauty of your shoes 
To revive the lustre, polish and derive greater | 

: > “ These the inside pages of the 

with fe good f whitekid satisf. action with each : Bia tennielen oe which i 


E LEVOR furnishes free. to manu- 
the cleaned shoe is thor ; facturers whose white kid shoes 
oughly dry. . are made of “The Whitest Whites.” 
. When buying your white kid shoes, 

SC ask for these leaflets, which will 

help you in your selling and will 

let promote your customer’s satisfac- 
tion. 


sil ! * 
liquid dressing,* after wearing of them. 






















SONS AION 


OOO 


WHITE LEVOR GRAIN GOAT 
is exactly what you refer to every 
day as white glacé kid . . . except 
that LEVOR’S white leather is 
“THE WHITEST WHITE” . . . is washable .. . 
and stays white. 




















The man who underestimates White Ki 
is going to be plain “out of lueck’’ 












All around the world of fashion there’s no favorite like white as a 


color and white kid as a shoe material for next season. 


Read VOGUE and HARPER’S BAZAAR of December first. Note 


the last minute news from Biarritz .... the emphatic endorsement 





by international fashionables of all-white costumes; of the all-white 


the | kid skin shoe. 
ich 


nu- 
ion Buy your shoes as you fancy the patterns but don’t let anything sway 


8.” 
yes, 
vill 
vill 
fac: 


you from the certainty of profits that are safely yours... overa longer 


season . .. through the selling of “THE WHITEST WHITE” kid shoes. 
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WHITE LEVOR GRAIN GOAT (Genuine White Kid) 
LEVOR WHITE SUEDE (Genuine Kid) 


WHITE LEVOR GRAIN KID (Genuine Gbretta) 
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CRUSH THIS SOFT COUNTER 
AS YOU PLEASE... 









IT COMES 
RIGHT BACK TO 
STYLISH SHAPE 





OU CAN’T SEE the softness of an Arm- 
strong’s Cork Counter, but you can feel 

it. Press this counter down with your fingers— 
notice how limber and supple it is. Then watch 
it regain its shape, line for line, without show- 
A sk for ing the slightest trace of a wrinkle or crease. 
These light-weight counters never break down 

nor sag, yet they give the wearer perfect ease 


ARM — TRON GS and comfort. No breaking in, no pinching, no 


chafing. They are especially appropriate for 


C O R K ¢ O UNTERS your summer weight shoes. Next time you buy 


specify them by name—Armstrong’s Cork 





ATLANTA : Boston . CHIcaco : CINCINNATI 
Derrorr - NewYork -: Puirapetputa -_ St. Louis Counters. For the names of manu- 


facturers that regularly use them, Armstrong’ 
write direct to Armstrong Cork 
Co.,933 Arch St., Lancaster, Penna. Product 


Boot AND SHOE RECORDER 
4 combining THE SHOB RETAILER, Dec. 12, 1932 








no 
or 
Ly 
rk 


gs 


931 











068—Black Imported Calf....... 
067—Tan Imported Calf......... $4.50 


COMPARE 


these quality materials and construction specifications with the best shoes made. 
OUTSOLE—A 9' iron fine clear grain outsole. Channel bottom, not buffed. Musebeck Double- 
Arch Wear-Straight Shoes are the only. men’s fine shoes made this way. 
INSOLE—An 8 iron mellow insole shaped to Metatarsal arch. A permanent solid leather arch that 
fits the normal foot and does not collapse. The Musebeck Wear-Straight Insole is shaped to give 
perfect foot balance, the result, outsoles wear straight across the bottom instead of wearing thin 
at outside ball. ‘ 
SHANKS—A special wide strong guaranteed arch support shank, wedge shaped at heel, supports the 
inner and outer Longitudinal arch. 
UPPERS—lImported black and tan calf skins of the finest selections. 
QUARTER LININGS—One-piece right and left oxford quarter lining cut from Gallun’s natural Aztec 
Calf, with non-stretch cord stitched in fold—Perfect ankle fitting oxfords. 
FINDINGS—Sole leather counters and box toes. Silk upper stitching, linen inseam and outsole 
stitching threads, USMC rubber heels, solid leather heel bases and special fine strong laces. 
PRICE—All Musebeck Double-Arch Wear-Straight fine shoes and oxfords are now priced at $4.50 
per pair; special arch support insole numbers $4.85. 
YOUR BUSINESS—It will pay you to make a complete investigation of the line of Musebeck Double- 
Arch Wear-Straight Shoes. Most styles sell at $7.50. It is the right price for high grade, quality 
shoes. You make $3.00 per pair; a 40% mark up. 





Illinois 


The Wall Stree 










014-—Black Imported Calf...... 
013—Tan Imported Calf........ $4.50 


$014—Black Imported Calf, Arch 
Support Insole........... 85 
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The Outlook for 
Spectator Sports 


. . bathing suits will go bareback; pajamas are re- 
duced to masculine terms; and spectator sports- 
wear, the darling of fashion, goes in for marked 
simplicity and color contrast. 

























. impressions mirrored by the fashions worn at 
the representative French resorts — Biarritz, the 
Riviera, and Deauville — which, it is generally 
recognized, forecast the mode for southern Amer- 
ican resorts, and for spring and summer wear. 





















. . . the spectator type illustrated, made of blue 
NUVA with overlay and heel of darker blue 
WASHETTE CALF, will be a tremendous favor- 
ite with smartly dressed women. It combines 
color, style and comfort with two fashionable 
leathers—and illustrates the striking effects ob- 
tainable by the use of these fine OHIO calf 


leathers. 


. both leathers have a fine grain, a tight break, 
a mellow glove-like comfort in wear, and are 
shape-holding. 


No. 919, Spectator type. Blue 
NUVA and blue WASHETTE 
combination. 
By Walden & Perry Co. 
Lynn, Mass. 












NUV : " NUVA, a fine light weight calf leather, comes in a 
A comes in Washette Colors: range of dainty, sun- ra _— and designs especially 
; in ‘ adaptable to women’s ‘ootwear. 
“aoe ae White Green Orange WASHETTE CALF, a light weight, washable calf 
both linen : effects Tan Blue Rust leather, is supplied in white for southern resort, chil- 
d flowered de- dren’s, and nurses’ footwear—also in modish colors for 
” — Red Yellow dress and sport, both for men and women. 
sign. Color swatches are available. 





OHIO LEATHER ee GIRARD, OHIO 
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HOW ABOUT 














are you overlooking this opportunity? 


When women demanded lower prices in 1930 and 
1931 the smart merchant met the demand... 
pronto ...as they say south of the Rio Grande. 
A period of adjustment and deflation naturally 
called for lower price merchandise. 


We know . . . because we operate retail stores in 
New York and Chicago. I. Miller prices were 
reduced just as quickly as our costs were reduced 
—and we passed the savings on to our retail cus- 
tomers as well as to our agents throughout the 
country. 


But we know this too. The American woman 
never gave up her desire for snug fit . . . for fine 
wear ... for comfort . . . for smart appearance. 
She tried cheaper shoes from necessity, but a sur- 
prising number of women came back to purchase 
the kind of footwear which only quality workman- 
ship can build into a shoe. 


From the merchant’s point of view, that is an inter- 
esting situation. With the return of normal times, 
the demand for quality shoes is bound to increase 
in surprising fashion. Yet there are only half as 
many retailers of quality footwear today as there 
were a year ago. Everybody rushed to satisfy the 


price demand during the last year or two and many 
retailers who had spent years in building up a 
quality business destroyed that business in months. 
The opportunity today for the progressive mer- 
chant is greater than ever — an opportunity to 
build a quality business which means a profitable 
business. 


I. Miller is seeking inquiries from reputable shoe 
stores who want to cash in on this situation. If 
I. Miller shoes are not sold in your city, it may be 
a rare chance for your store to get this business. 





6 REASONS WHY 


I—TI. Miller is the largest manufacturer of high- 
grade shoes in America. 2—We carry the largest 
in-stock department maintained by any quality 
shoe manufacturer in the country. Thus I. Miller 
cuts down your inventory and helps you get quicker 
turnover. B—I. Miller shoes have been advertised 
nationally for more than 20 years. Your customers 
know what I. Miller stands for. 4—I. Miller has 
achieved the widest distribution in the country for 
branded high-grade shoes. 5—The new I. Miller 
prices—10.50, 12.50 and up—are the best values 
you can get anywhere in the country. 6—I. Miller 
knows the retailer’s problem. We operate our own 
stores in New York and Chicago as a proving 
ground for our ideas. 











I. MILLER 
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~ ELY AND HARRIS AVENUES 





LONG ISLAND CITY 


















America’s finest stores recog- 
nize that the NEW BALL-BAND 
Satin-Finish Galoshes and Rubbers 
are above competition from “jobs” 
and “distress merchandise.” 


@ 
Indiana The exquisite Satin-Finish, the 
Monopul Savoy : : : 
sivas: acta ties perfect tailoring, the beautiful lasts, 
See Catalog Pages 36 and 37 and the trim way they stand up, are 


exclusive features that enthuse 
salesmen and display men. 


Women are charmed by the ex- 
tremely light weight, the exception- 
ally smart fit at the instep, the look 
and the feel of quality—and gladly 
pay a price that means a better 
margin of profit. 


All these exceptional features sell 
the Indiana line easily—and sell it 
early. Early sales mean early prof- 
its and sure profits. 


As a stimulant for early sales and 


for a new level of profits, you 
should investigate this NEW 


Satin-Finish. Your order or a re- 
quest for our Catalog will be wel- 
comed. 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A., Brattleboro, Vermont 


BALL-BAND 


Galoshes—Rubbers—Tennis—Etc.—with the Red Ball Trade-Mark 
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Next Week 
You Will Find 
in “The Recorder” 


New Juvenile Field Appears 


Cy rep of our population is 
juvenile, yet but one-tenth of in- 
pail s collective effort is directed 
toward the chlidren’s shoe business. 
Something new has come into the field 
of service to children. By breaking 
down the size schedules into new clas- 
sifications, the field widens in styles, 
materials and service. An extra special 
effort will be made in this issue to pic- 
ture the new juvenile field, for we have 
discovered through charting shoe pro- 
duction that there have been less ups 
and downs, peaks and valleys, in 
misses’, children’s and boys’ footwear 
than in any other classifications. These 
schedules give new horizons to juvenile 
service: 


DO errr sizes 2 to 5 
CM eave sive se carers sizes 5% to 8 
Children’s ............ sizes 8% to12 
Junior misses’ ........ sizes 12% to 3 


Misses’ (heels up to 8/8) 


sizes 3% to 7 
Modern misses’ (heels up to 12/8) 

sizes 3% to 9 
Junior boys’ .......... sizes 9 to 2 
a ekiedsineetean sizes 2% to 6 
Big boys? ......esecee sizes 6% to 9 


“Why in the name of common sense 
do retail shoe salesmen eternally try to 
reform me? Why can’t I buy what I 
want without going through the same 
old battle every time?” A customer 
speaks in no uncertain terms in this is- 
sue on the policy of giving the customer 
a “chanee for a choice.” 
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TURN REGENTS 
FROM STOCK 
to retail at 
FIVE TO SIX DOLLARS 


* 





No. 43102—BLACK SATIN 
No. 53104—BLACK FAILLE 
19/8 Louis Heel 


Medium Pointed Toe Last 





No. 17150—BLACK KID 
16/8 Cuban Louis Heel 
No. 37102—BLACK KID 
19/8 Louis Heel 
No. 62102—PATENT LEATHER 
19/8 Louis Heel 








No. 80102—DYEABLE WHITE 
MOIRE 
18/8 Louis Hee! White Lining 


Medium Pointed Toe Last 


* 
ALL PRICED 


$3.25 
Less 5%—ten days 


* * 


ONE GOOD TURN 
SELLS ANOTHER 











Not wilhoul reason da 
HAND TURNED 
SHOES 


command Lhe respect 


and admiration of 
syle minded 


WOMLET2 


AND, WE MIGHT ADD, 


practical-minded women, too. All women recog- 
nize in hand-turned shoes the light, airy graceful- 
ness which is style. And most women appreciate 
the cool, comfortable, flexibility which can only 
be had in a single-soled shoe. 





Until recently many women have regarded beauti- 
ful turn footwear as a luxury. Now, they are 
amazed to discover that such luxurious footwear 
can be priced as low as five and six dollars. 


And many retailers are equally amazed 
to find that several of our staple 
stock patterns can be sold 
at these prices with a 
generous mark- 


up 
* 


DODGE 
BLISS & PERRY 


COMPANY, INC. 
NEWBURYPORT, MASS. 
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The VOICE of the TRADE 


T aritt wars the 
world over! On January Z, 1932, 
all McKay shoes coming into this 
country will pay an increased duty 
from 20 per cent to 30 per cent ad 
valorem—while all Turn shoes 
made wholly or in chief part of 
leather, will show a reduction of 
duty from 20 per cent to 10 per 
cent. Welts and other types of 
leather shoes remain unchanged. 
Czechoslovakia stands to lose by 
this action ; and Switzerland stands 
to gain. 


ee? 
Kout 


cep 
Uy KEEP 
KEEP || ‘OUT 





The French Chamber of Depu- 
ties has established an import duty 
of 25 per cent ad varlorem on 
shoes. If we were an exporting 
nation, we would be affected by 
that item. 

England, on the other hand, in 
its emergency tariff measure, ex- 
empts from the 50 per cent ad 
valorem duty, leather and manu- 
factures of leather such as bags, 
boots and shoes, slippers, purses 
and bill-folds. These products 
are admitted free of duty in En- 
gland, provided they do not con- 
tain dutiable parts or ingred- 
ients, 

Turkey restricts the importation 
of leather products by govern- 
mental decree to specific quotas as 
a part of a plan to reduce imports 
and equalize trade balances. 
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Robert Lincoln O’Brien 
becomes Chairman of the Tariff 
Commission by appointment by the 
President. He goes to that impor- 
tant post as arbiter of tariff terms, 
with a long political, economic ed- 
ucation. As editor of the Boston 
Herald he obtained a sympathetic 
understanding of the problems of 
shoes and leather. He knows his 
Washington, from the days when 
he was secretary to Grover Cleve- 


land in 1892, to date. 


* * X 


The “Three 
Musket Terrors,” Manny Tobias of 
Pincus & Tobias, Ray Brickett of 
Lord & Taylor and Norman Har- 
ris of Colella & Leighton, stalked 
moose through the Maine woods. 
Brickett became detached from the 
party. Suddenly Manny and Nor- 
man encountered the musing 
moose. 
“Quick!” shouted Manny, “let 
im have it.” But Norman, shrewd 


e& 


salesman, retorted : “Call Ray, he’s 
our customer.” 

“But the moose doesn’t know 
that,” said Manny. 

Ray was nowhere to be found. 
His cunning in hiding out in the 
Maine woods was simple compared 
with dodging persistent salesmen 
in a department store. Exhausted 
from effort, Norman thought he 
would resort to an old but sure 
method of locating Ray. He yelled: 














11 





“Oh, Ray, the merchandise man- 
ager wants you at once in his 
office.” 

Ray — arriving pronto — aimed, 
fired, and now the “Three Musket 
Terrors’—Manny, Ray and Nor- 
man—divide the trophy three ways. 
The head and horns go to Ray (he 
was the buyer), Manny and Nor- 
man received what is known as the 
party of the third part. 


* * * 


THAN Puce 





John Frederick Stucke, 
managing director of the United 
Shoe Machinery Corporation of 
Italy, has been honored by the 
Italian government with the Order 
of Commander of the Crown of 
Italy. He was decorated for hav- 
ing developed industrial accord be- 
tween the two countries. The rec- 
ord of his good work extends back 
before the war, and “he has been 
heralded as the instigator of a 
more cordial collaboration between 
the shoe industry and the great 
firm in Boston.” Also, the records 
show that “through the Shoemak- 
ing School at Turin he has worked 
to gain an unforgettable title of 
merit from all the trade.”’ 


K * 


Eu. Gould 


of Truly-Warner Hat fame, has 
been having the time of his life 
buying a line of shoes to sell at 
$3.45 in his hat stores. Manufac- 














turers and salesmen presenting 
their wares take it for granted that 
the buyer knows his hats but knows 
not his shoes. But Ed served a 
long apprenticeship in the Regal 
Shoe Company, and has been con- 
sultant in shoes since going “high 
hat.” He opens twelve shoe de- 
partments in hat stores in about a 
week or so, and proposes to tell 
the public that shoes can be as 
comfortable as hats, and that in- 
stead of “dreading the process of 
breaking a pair of shoes,” the man 
can get foot comfort from the 
start. He says: “You wouldn’t 
wear your hat as tight as you do 
your shoes—so why suffer ?” 

His is the third of the hat chains 
to adopt shoes. Was it the sage 
from Stoughton who said, a dozen 
years ago, that hat wearing would 
decline, shoe wearing increase and 
that hats and feet had something in 
common? So beware of hat and 
heel combinations. 





W, Warren Barbour, 


recently appointed to the United 
States Senate, to succeed the late 
Dwight W. Morrow of New Jer- 
sey, knows his shoes from sole- 
thread up. He has been director of 
the United Shoe Machinery Cor- 
poration, president of the Barbour 
Linen Thread Company and treas- 
urer of the American Tariff 
League. 

In his youth Mr. Barbour was 
amateur world champion of heavy- 
weight boxing. Jim Corbett said 
of him then: “Barbour has every- 
thing — youth, strength, speed, 
weight and power of punch, and I 
think he is a wonder. He is the 
most likely contender for the 
world’s heavyweight championship 
if he should turn professional.” 
Barbour declined. 

He goes into the senatorial bat- 
tle of brains both physically and 
mentally fit. 





WHO’S NEWS NOW? 


John A. Bush 
President 
Brown Shoe Co. 
St. Louis. 





The “talk of the trade” centers on 
the following statement by Mr. Bush: 


“Our sales for the year ended October 31, 
1931, on a unit basis show an increase over 
1930. It has been a very trying year in the 
shoe business as hides and raw materials have 
fluctuated greatly and prices of our shoes have 
been constantly decreased to give our cus- 
tomers the benefits of our lower costs. All our 
inventories have been taken at cost or market, 
whichever was lower. As the market on hides 
and skins is the lowest for a very long time, 
our company is able to announce still lower 
prices on its various lines of footwear, effective 
December Ist. We must go back to 1914 to 
find prices as low as our new Spring, 1932, list 
just announced. Certainly with packer hides 
figured at 6 cents per pound, and calfskins at 
the lowest price in a quarter of a century, and 
shoemaking and overhead costs brought down 
to rock bottom, we enter the year 1932 on a 
very safe basis, which should give the retailer 
courage to go ahead and do business in a nor- 
mal way.” 





The German shoe 


industry gathers in fashion com- 
mittee to decide styles and colors 
for spring, 1932. The lines of pro- 
cendure are distinctly based on our 
own styles conference. The Ger- 
man associations recommend light 
colors in high-priced footwear and 
a general trend toward livid colors 
and contrasting combination. All 
shades of brown will be -in favor. 
Colors for glazed kid are Nigger 








Brown, Somali, Deer and Melange. 
Colors for boxed calf: Nigger 
Brown, Chestnut, Mahogany, Me- 
dium Brown, Red Brown, Choco- 
late and Java. 

The next move is for an inter- 
national styles and color confer- 
ence, for Great Britain has also 
published her colors for Spring. 


F rank C. Rand, 


chairman of the board, Interna- 
tional Shoe Company, St. Louis, 
says in the Nov. 28 issue of Sales 
Management: 

“The leather and shoe indus- 
tries as a whole are suffering 
somewhat from excessive demand 
for lower grades and insufficient 
demand for better grades. This 
situation presents a problem both 
in regard to well-balanced factory 
operations and to proper applica- 
tion of materials. 

“In the spring of 1930 factory 
operations were slowed down to 
balance stock; but since that time 
our production has rigidly followed 
sales.” 





D.. A. Posner 


Shoes, Inc., of New York, arrives 
at the conclusion that shoes do not 
play a large enough part in the 
National Baby Week, celebrated 
throughout the country. The new 
“first-step” shoes were offered to 
a chain of department stores for 
National Baby Week. So success- 
ful was this experiment that it was 
decided to try the shoe out as a 
stock item. Now the Posner organ- 
ization realizes that this little shoe 
has become a major factor in its 
line. 

As a novel merchandising tie-up 
and as an aid to Posner dealers, 
Dr. A. Posner Shoes, Inc., has just 
instituted a new plan for its infant 
shoes which promises extremely 
well. With every pair of baby 
shoes purchased’ the customer will 
receive a certificate. This entitles 
her to have them metalized after 
they have been outgrown at an ex- 
tremely low cost. They are metal- 
ized and returned to her in a 


special “Treasure Packet.” 
* * * 


A company 
and its employees part as good 
friends. Robert G. Pike, president, 
and Howard L. Vaughan, treas- 
urer of Vaughan, Towle Co., of 
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their employees. in the factory on 
Tuesday, Dec. 8, and after dinner 
distributed $7,000 in cash among 
the sixty shoemakers, the shop 
crew, most of whom had been with 
the firm for many years. The com- 
pany is retiring, having sold its 
business to L. B. Evans Son Co. 
of Wakefield, who will carry it on. 
x * * 


Charlie Brady 


of the George Muse Clothing Co. 
introduces us to Frank L. Stanton, 
Jr., vice-president of that great 
store in Atlanta. Mr. Stanton tells 
us: 
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“What we all need is more plain, 
straight selling and perhaps less 
cleverness and fancy capers. The 
thing called ‘modern’ merchandis- 
ing has about reached the point 
where too much attention is given 
to stunts and ballyhooing than to 
the good, old, straight-from-the- 
shoulder merchandising. This is 
going to be a practical, sensible 
Christmas, and there is absolutely 
going to be a Santa Claus! Mer- 
chants must get into their heads 
that the old boy with the whiskers 
is going to arrive on schedule just 
as he has always, and that we must 
decorate our stores for him and go 
for business in the full spirit of 
the season just as we always have 
(and perhaps more so!)” 


*x* * * 


dd 
A\thlete’s Foot” 


research is being made by asso- 
ciated students of the University 
of California, who have contrib- 
uted a fund to finance the study. 
Is there no end to research? 


* *« * 


Are they saying things 
about you, too? Rumor mongers 
are at it again. Whenever the 


world has a tough fight, the tribe 
of rumor mongers seems to as- 


AND SHOE RECORDER 





Lynn, tendered a farewell party to” 


semble from out of nowhere to 
plague honest business men and, if 
possible, to profit on the results of 
their nefarious trades. 

If we were to believe all the 
stories brought to us there would 
hardly be left a merchant to do 
business with or a manufacturer to 
buy from. Perhaps you have heard 
some of these stories, too. This 
manufacturer is about to fail. That 
manufacturer has shut down his 
plant. This merchant will be 
forced to liquidate or go into re- 
ceivers’ hands. That merchant 
couldn’t buy a dollar’s worth of 
goods on credit. And so it goes, 
rumor after rumor, and most of it 
unfounded. 

Perhaps they are saying things 
about you, too. One never knows 
because a rumor monger never 
talks directly to the person whose 
business reputation he is trying to 
impair. We have heard rumors re- 
garding manufacturing friends 
who have established a tradition of 
buying practice and good merchan- 
dise for many decades. We have 
spiked these rumors wherever pos- 
sible. 

We have heard similar rumors 
about first-class stores. In most 
cases they were downright fabri- 
cation. We have spiked these ru- 
mors whenever possible. 

The strongest weapon against 








the rumor monger is to ask him to 
prove his statement, demand the 
facts, pin him down to the source 
of his information when he brings 
the story to you. If he is inno- 
cently and unconsciously making 
statements that you know are not 
true, correct him. Show him the 
light. 

We believe that the shoe indus- 
try is as sound today as it ever has 
been. Our problems are similar to 
those who make the basic products 
of this world, no greater and no 
less. We must readjust, revalue, 
reorganize and rebuild a working 
organization so that we are in a 
position to give to the consumers 
of this country the kind of product 
they want at prices that will open 
up their purse strings. That is the 
problem, and those stores which 
recognize these requirements are 
the progressive merchants of our 
shoe fraternity. 

Let’s get together and _ build 
greater confidence in the shoe in- 
dustry by propagating good-will 
and optimism. There are plenty of 
good things to be said about your 
fellow retailers and manufacturers 
who are fighting hard to meet the 
demands of the American consum- 
er today. Why not repeat these 
good things and make it impossi- 
ble for the rumor monger to ply 
his trade? 











Sales Hint No. 7843 
Booths for modest men who have to buy female hosiery 
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Shoes for Winter Sports— 


What the Enthusiasm for Outdoor Winter Recrea- 
tion, Now Sweeping the Country, Can Mean in 
Terms of Potential Profit to Alert Shoe Merchants 


F rom the four corners of the 
world, winter sport enthusiasts will soon begin to as- 
semble at Lake Placid, N. Y., to view and take part 
in the Olympic Winter Games to be staged there 
February 4 to 13, 1932. Lithe ski-jumpers will soar 
into space, steel sleds will thunder around the tower- 
ing curves on the Mt. Van Hoevenberg bob-run, the 
fastest speed skaters will limber up on the stadium 
track, hockey teams will clash and graceful figure 
skaters will whirl. 

At least twenty nations are expected to take part 
in the Lake Placid games, represented by over 400 
contestants. There are five competitions, including 
speed skating, skiing, bob-sledding, hockey and figure 
skating. In addition there will be demonstrations of 
curling, sled-dog racing and women’s speed skating. 

And all this merely emphasizes a growing enthu- 
siasm for these recreations throughout the North. 
Winter sports this year, in spite of general condi- 
tions, will be more than ever in the popular lime light. 
For some winters back each year has seen an increase 
in the public acceptance of winter sports in all parts 
of the country where there is snow. Where there is 
a hill and some snow, there is skiing, sledding, and 
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tobogganing. Ice skating in the cities starts in early 
October on the artificial rinks. 

The popularizing of these winter sports by a large 
group who had previously considered that these ac- 
tivities were reserved for the wealthy will mean that 
many thousands of additional skiing, skating, and 
sledding outfits will be sold this season. Many stores, 
other than the regular sporting stores, are keenly 
alive to this extra profit business, as attested by the 
several timely windows and newspaper advertising 
events already seen. 

No other sport has captured the enthusiasm of 
youthful America as quickly as skiing has. Skiing 
began to be popular in America in 1912 and it was 
introduced as a popular Winter sport at the mid- 
winter carnival at Minneapolis and at Dartmouth 
College in New Hampshire. Today it has an un- 
usually large following in all the northern section of 
our country, particularly in New England, New York 
State, the Chicago, Minneapolis section as well as in 
the high Sierra and Rocky Mountain regions. 

There is hardly a week-end, from Thanksgiving 
on, that Lake Placid, Hanover, Montreal, Burlington, 
Vt., Bear Mountain, the Pocono region and Quebec 





Boot AND SHOE RECORDER 
combining THE SHop RETAILER, Dec. 12 1931 




















doesn’t have some sort of a carnival or exhibition of 
skiing and ski jumping. The Boston & Maine Rail- 
road in New England run regular full train week-end 
excursions to various sections of New Hampshire, 
which permit a good many thousands to enjoy them- 
selves in this exhilarating Winter sport. 

There is a very active desire among the members 
of all golf clubs in various large city areas to enjoy 
skiing and whenever enough snow permits you find 
improved ski runs and ski jumps at these clubs. Cali- 
fornia is now promoting the idea of an ocean dip in 
the morning and skiing at noon time the same day on 
a near by mountain. 


Ski boots must necessarily be 
carefully designed to allow them to be serviceable and 
properly fitted to the ski harness. They must also 
be made so that they will withstand the unusual hard 
wear that ski running and ski jumping gives them. 
Ski boots for many years have come from Norway 
and Switzerland—more recently from Canada, and 
during the last eight or ten years boots have been made 
that are most outstanding in quality, design and ser- 
viceability. The proper details in design for ski boots 
are: first, that they be made so as to keep the feet in 
parallel lines and to make the foot when locked on the 
ski, head the right way. This is worked out by de- 
signing the last to have a straight line from heel 
through to toe. In order that they conduct as little 
cold air as possible, wood shanks are used, and a very 
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A Growing Sales Opportunity 





heavy sole leather box and counter must also be used. 
The unusual pressure on the boot, which comes from 
jumping, necessitates that they be very carefully made 
with very firm innerseams, unusually heavy welt stitch- 
ing and the best of innersoles, outersoles and upper 
leather have to be used. The boots should also be as 
nearly waterproof as is possible. 

Sporting goods stores have little difficulty in selling 
ski boots because they sell them with the skis and ski 
harness. It would be my recommendation to any retail 
shoe dealer in a town that has interest in skiing that 
an effort be made to attract this trade by stocking the 
complete outfits, skis, ski boots and harness. These 
can all be procured from manufacturers’ and whole- 
salers’ stocks and offer an excellent chance for addi- 
tional Winter business that is always active around the 
Christmas and the New Year season. 

It is also well to note that a very popular Winter 
boot serving for all outdoor activities, skiing, walking, 
tobogganing and school wear in a 54-inch length is 
made on the ski boot last. Ski costumes have a very 
definite style appeal and a boot of this kind comple- 
ments the costume excellently. 

Except for the professionals, the great majority of 
skating shoes are sold with the skates all attached. 
The majority of houses that specialize in supplying 
the retail stores with ice skating shoes stock the com- 
pleted attached outfit of skate and shoe. The major- 
ity of skating shoes are of soft black elk. Many of the 
popular ones have lamb’s wool lined tongues and ad- 
justable ankle supports. 
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Wat do you do when the customer 
says, “I guess I’ll look around”? 

Do you (1) ease her out gracefully, inviting her to 
return, (2) continue trying to persuade her to “buy 
now,” or (3) turn her over to another salesman? 

Of course your answer is, “I try to prevent her 
from saying that in the first place.” 

Yes, yes, but notwithstanding our efforts at “im- 
proved salesmanship,” still the high cost of lost sales 
today is appalling. In the old days nearly everyone 
who came into the shoe store went out with a pair 
of shoes. Today we miss—here’s just a guess—20 
to 40 per cent of them. 

Thus it becomes evident that if a good percentage 
of “almost-lost” sales can be saved, it will, in many a 
store, mark the turning point between sinking and 
surviving. But how? 

The system of turning customers to a second sales- 
man is without doubt today’s most disputed method of 
saving sales. This article is intended to bring out the 
many arguments for and against 
’ the turnover system, quoting the 
: policies of several well known shoe 


















merchants. 

Today we hear only the points in 
favor of turning customers, with 
complete details on how turnovers 
should be made. Next week we hear 
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COST 


Turnover System, Rightly Used, 


the opposite side of the case, when four good shoe 
merchants tell why they do not use the turnover sys- 
tem. This turns out to be a strenuous argument, in- 
volving the very fundamentals of good salesmanship. 

One shoe merchant who finds the turnover system 
highly effective is R. W. Manning, proprietor of the 
R. W. MANNING SHOE STORE at Everett, 
Washington. 

‘“‘We miss fewer sales than the average shoe store,” 
says Mr. Manning, “partly because we keep only top 
notch salesmen at good salaries and partly because of 
our system of turning customers. 

“T contend that the turnover system, if- correctly 
used, does not cheapen the store. It depends a great 
deal on the individual personality of the salesmen 
involved. Only a few like to take turnovers and if 
a man dislikes them it is a waste of time to turn cus- 
tomers to him. I am inclined to think good turnover 
men are born, not made. 

“T have two men who like to take turnovers and 
they seldom fail. One, I would say, sells 
85 per cent of his turnovers. 

“A good deal depends upon the first man. 
He must be smiling and happy and not wait 
too long. He should introduce the second 
man in a way that makes the customer feel 
the latter is an authority on the type of 
footwear wanted. 
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LOST SALES 
Can Save Many A Walk-Out 


“In no case should there be any side talk or whisper- 
ing between the salesmen. The first man should take 
all the shoes he has shown, go away and busy himself 
with something else. 

“He should never hang around with the attitude, 
‘Well, I couldn’t sell her. Let’s see you do it.’ In 
fact the whole affair must be conducted with the idea 
of giving the utmost in service to the customer. If 
the salesmen fail to put over this impression then it 
creates an unfavorable reaction against the store. 

“Here is another important point. After the sale 
is made, if it is at all possible, the first salesman should 
smile at the customer or make some pleasant remark 
such as, ‘Maybe I’ll have better success net time,’ or 
‘I felt sure Mr. Smith would find something for you,’ 
or possibly, ‘That shoe you bought should be just fine.’ 


wr : , 

he same thing applies even 
if she does not buy. Some little friendly remark by 
the first man can be so made that it will smooth out 
any feeling of irritation she may feel.” 

Merchants using the turnover system seem to agree 
unanimously that it all depends on how it is done. 
That is the keynote of the policy followed by the 
FONTIUS SHOE CO., of Denver. Harry Fontius 
believes thoroughly in a properly supervised turnover 
policy and uses it throughout his entire store which 
is widely known as “The Largest Shoe Store in the 
Rocky Mountain Region.” ; 

Here is what Mr. Fontius thinks of turnovers. 
“The turnover system is dynamite—tremendously 
effective if used in the right way, terribly destructive 
if handled carelessly, at the wrong time or in the 
wrong way. 

“We use turnovers because we know that, done the 
way we do it, they increase our sales many thousands 
of dollars and make hundreds of friends for the store. 

“T do not deny that now and then our judgment 
goes wrong and an occasional customer is displeased 
at being turned. On the other hand hardly a day 
passes in which some customer does not voluntarily 
thank us for turning her. Something like, ‘That first 
man was very nice, but he did not seem to grasp what 
what I wanted,’ or ‘I wasn’t quite sure of what I 
wanted but both these men told me the same thing 
so I am satisfied now,’ or even, to the turnover man, 
‘I’m so glad he brought you over. He and I didn’t 
seem to get along right.’ 
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“As A MATTER OF SERVICE, | FEEL SURE, 
MR. JONES CAN FIND JUST WHAT YOU WANT: 





“T have been astonished at the number of times 
various salesmen have told me, in speaking of some 
of their best customers, ‘I got acquainted with her on 
a turnover some years ago.’ Yes, friends can be lost 
by turning, but friends can be made if the system is 
handled properly. 

“Customers want service and just to the degree 
that we can make turnovers contribute to good ser- 
vice, just to that degree will our customers be pleased. 

“Our floor man greets all customers, listens to their 
opening request, seats them and calls a salesman. By 
that time he should have and does have a pretty ac- 
curate idea of whether or not she really wants to buy 
a pair of shoes, whether she is ‘just shopping,’ and 
whether she should be turned if the salesman cannot 
sell her. 

“If the salesman sees he is not making progress 
he reports the situation back to the floor man who 
uses his judgment in calling a turnover man. If we 
left it to the salesman’s judgment whether or not she 
should be turned there would be very few turnovers 
made, and the salesman would always have the best 
excuse in the world why she could not be sold. 

“TI say that although if there is one thing of which 
I am proud in this store, it is our sales force. But 
just the same the human nature in a salesman tends 
to make him feel a touch of 
chagrin every time he makes a 
turnover. We try to counter- 
act that tendency by impress- 
ing on the men that turning a 
customer is no disgrace, but 
holding her too long or turn- 
ing her improperly is many 
times worse. 

“What do I mean by 
‘properly’? In the first place 

[TURN TO PAGE 54, PLEASE] 
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Balancing the Nation's Budget 


Is a Sales Tax the Answer? 


In Two Parts: Part 2 


By GERHARD HIRSCHFELD 


A sales tax, under which is generally 
understood taxation of all commodities with the 
ordinary exception of footstuffs, will be and, indeed, 
must be passed on to the consumer. Mr. Smith, who 
buys a car, and Mr. Jones, who buys insurance, and 
Mr. Adams, who buys lumber for a house, and Mr. 
Clark, who buys a pair of shoes, have to pay higher 
prices. This may not mean much, though prices to- 
day are being lowered all the time. It may not even 
carry great significance that a $2,000 man has to 
include an additional $10 per annum in his budget 
of life’s necessities, though the general opinion is that 
a $2,000 man has to count, not the dollars but the 
pennies, to make both ends meet. It is rather the 
fact that those 120,000,000 and more in the United 
States will be robbed of a purchasing power equiva- 
lent to the estimated yield of the sales tax, namely 
$2,000,000,000. 

Now it is well known by everyone who has studied 
the causes of this depression, that, basically, it is due 
to the fact that more goods are being produced than 
are demanded, or can be bought, by the public. A 
solution of the depression comes down to the neces- 
sity of raising the purchasing power of the broad 
masses of consumers to the level of production. Thus, 
in the very face of this need to increase purchasing 
power, would come the sales tax which would rob the 
millions of people of $2,000,000,000 of buying power. 
To that extent fewer goods would be bought, so 
many less products would be turned out, so many 
less men would find work, and so much greater would 
loom the depression ahead of us. 

As long as there are other sources of revenue, the 
sales tax must be considered economically unsound and 
harmful to business recovery. 

A sales tax, if levied on all sales, would mean a 
further burden on the independent business man. 
There are a number of large and powerful corpora- 
tions which control every single process of fabrica- 
tion, from the production of the raw material right 
down to the distribution of the finished product. 
These corporations would pay but a single tax. The 
independent organization would pay the tax every 
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‘service tax. 


time a sale is made, first from the miner to the 
smelter, to cite just one instance; then from the 
smelter to the manufacturing plant; then from the 
manufacturing to the finishing plant; then from the 
finishing plant to the wholesaler, from wholesaler to 
jobber, from jobber to retailer, and, finally, from 
retailer to consumer. Generally, there are no less 
than five or six sales involved in any kind of fabri- 
cating process; frequently, there are ten or twelve 
of them. In the last analysis, the public would pos- 
sibly suffer more than any business organization: 
whereas the sales tax is supposed to be % or 1 per 
cent, the final charge on the consumer would be per- 
haps 3 or 5 per cent, through a pyramided tax. 


Fi is easy to talk about 
charging % of 1 per cent on every sale that is made 
in the country. In reality, the problem is a tre- 
mendously complex one. There is a multitude of 
small shopkeepers and dealers, many of whom keep 
no books worth mentioning ; there are also thousands 
of newsboys and itinerant dealers; how can one ever 
expect to extract a sales tax from these sources? 
But these are not insurmountable obstacles. Bigger 
problems raise their heads. 

A sales tax cannot be levied merely on goods, un- 
less the government wants to miss its best chance. 
If one orders a meal in a cheap restaurant, one pays 
80 per cent of the bill for food and 20 per cent for 
service; but if you sit down in a luxurious hotel and 
order the same meal, you pay 80 per cent for service 
and 20 per cent for food. Or take a plumber, or a 
painter, or a mechanic, or a dentist—in short, any 
trade or professional service where the material fur- 
nished may often not be worth more than 15 or 20 
per cent while you pay the rest for service rendered. 
How can these people split their bill in order to con- 
form with the letter of the law? Experience has 
proved that a sales tax cannot be separated from a 
In other words, we would have two 
taxes, one on sales and one on services. 

We would have to go farther: a shopkeeper has not 
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only goods to sell but, in the price of these goods, 
there is included rent, the use of capital, his own 
laborious work. It is impossible to analyze all these 
things; there is only one way out: to tax all these 
uses and services together with the merchandise, 
whether it is storage or interest, insurance or adver- 
tising. Where we started out in our investigation 
with the innocent sales tax, we finally come out with 
four or five altogether different taxes: one on goods, 
one on services, one on capital, one on rent, one on 
insurance, one on advertising and so on. This goes 
far beyond the original idea of a sales tax; it affects 





ing the sales tax: additional revenue is required to 
balance the government budget; nobody with any 
sense of responsibility can deny this. Unfortunate- 
ly, this war-system (as we might call it) goes some- 
thing like this: there are billions of sales made in 
the United States; let’s tax every one of them at a 
very low rate, and it will yield us billions of dollars. 

Simple as such argument is, and fair as it sounds, 
it involves a great injustice to the American middle 
class. A person with a small income would pay in 
taxes exactly as much as the one with a bigger in- 
come. Although one man struggles along on $3,000 


the manufacturer as much as 
the shopkeeper; it includes 
the salesman and the engi- 
neer, the broker and the doc- 
tor, the servant and the actor, 
the lawyer, the commission 
man, the agent, the insurance 
broker and many other “pro- 
fessionals,” not to speak of 
labor in household and fac- 
tories, of public utilities, of 
publishers, etc. 

It is clear that a sales tax— 
if it is supposed to be nothing 
else but a sales tax—will have 
to be adorned with a great 
many exceptions, exemptions 
and provisions for such cases 
where the actual sale of goods 
is so insignificant as to make 
a tax quite superfluous. Those 
exemptions will automatical- 
ly open the way for tax-eva- 
sion, or, in other words, a 
sales tax will be based entire- 
ly on the honesty of the tax- 
payers. By the same token, 
the cost of collection must 
be enormous in view of the 


wide ramification of business interests which would 


SALES TAX GRAVE MENACE TO 
SMALL MERCHANTS 


N the first installment of this interesting 
article, published in last week’s RE- 
CORDER, Mr. Hirschfeld gave the back- 
ground of the situation which has resulted 
in a huge treasury deficit and which has 
brought the sales tax into prominence as 
a possible way out. He reviewed briefly 
the main arguments in favor of a sales tax 
and showed what other nations have done 
with this method of taxation. 

In the second installment, published 
herewith, Mr. Hirschfeld tells why, in his 
judgment, either a general sales tax or 
tax confined to retail sales only would be 
inequitable and ill-advised legislation for 
this country. He points out that either 
would impose a heavy burden, both upon 
the middle class of consumers, whose buy- 
ing power should be conserved, and upon 
the smaller retailers, who are already fac- 
ing difficult problems. 


This article is published by the RECORDER for the 
purpose of aiding its readers in clarifying their views 
on a subject of acknowledged concern to them. The 
opinions"expressed are the views of the writer based 
on his study of the subject. The RECORDER will be 
glad to publish expressions from those of its readers 
who entertain different viewpoints. 


complicated service tax. 


a year and another makes a 
comfortable $300,000 per an- 
num, they both would spend 
about the same amount for 
the necessities of life, aside 
from a yacht, a Rolls-Royce 
and a big estate. There would 
be no exemption for the low- 
er incomes, and there would 
be no proportionately larger 
tax on the upper brackets. 
Where a sales tax might 
mean for a farm hand as 
much as 2 or 3 and even more 
per cent of his yearly in- 
come, it would not mean even 
one-thousandth of 1 per cent 
for the group of wealthy citi- 
zens. 

To be sure, a sales tax 
need not necessarily be col- 
lected on ALL sales of goods 
or services. The RETAIL 
sales tax, collected when the 
goods pass to the consumer, 
involves none of the pyramid- 
ing we have mentioned above. 
We would, in this way, easily 
get around the tremendously 

Yet, it would, to a certain 


fall within the domain of a sales tax. In order to extent, be even more unjust to the low earning class. 





reduce the cost of collection as well as to exercise bet- 
ter control, it has been proposed to leave it up to the 
States to discover how to make the most out of sales 
taxation. However, the sales tax by a State would 
penalize the home business man while outside com- 
petition such as mail-order houses would not be 
taxed at all. 

The present tax system was largely evolved dur- 
ing the world war when the manner of collection 
was not important in view of the urgent need for 
immediate funds. While taxes, for some years, have 
been reduced, the underlying scheme of “Get the 
money where you can find it!” still holds true. We 
can check this up on the present procedure regard- 
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The RETAIL sales tax would fall upon the shoul- 
ders of those who can least afford it: the middle class ; 
the housewife who goes shopping and spends 35c. 
here and 10c. there, or the man who buys himself a 
couple of Cremos. Tax evasion might easily be pos- 
sible for those who can afford to do their purchasing 
to the tune of hundreds of dollars or of a dozen of 
boxes of cigars. Far from taxing the upper brackets 
adequately, the retail sales tax shifts the burden to 
those who do not count the dollars but the pennies. In 
this sense, a general sales tax is much more justified 
because it embraces poor and rich alike, though not 
in fair proportion. 

[TURN TO PAGE 59, PLEASE| 
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By HARRY R. TERHUNE, Field Editor 


‘Tivcos questions appear on. 


an order-by-mail blank originated by Nathan Hack, 
Detroit specialist in fitting feet, that seem rather un- 
necessary to the unenlightened. These questions ask 
the height, weight and profession of the male cus- 
tomer. Let Mr. Hack himself give the reasons: 

“The height, weight and profession questions are 
intended chiefly to assist us in filling mail orders more 
intelligently. For example: A professional man may 
be induced to buy two or three pairs of shoes; one 
pair each of black and brown and a pair of golf or 
sport shoes, as well as accessories. A grocer, butcher 
or hardware man requires a sturdier pair of shoes than 
the professional man, while a factory worker requires 
a still sturdier shoe than either of the other foregoing 
classes. 

“Weight, of course, has a bearing upon the type 
of shank and general construction of the shoe. The 
heavyweight woman is generally fitted with a leather 
heel having a broad base, with plenty of ball room. 

“Height has more of a psychological bearing upon 
color and size than on general construction. In 
ninety cases out of every hundred, we find the tall 
man or woman requires larger sizes, black leathers 
leading the ticket, and occasionally dark brown 
leathers, but hardly ever white or even light shades. 
This is, of course, a wonderful guide when ordering 
sizes. 

“Tall people, as a rule, have flexible feet ; therefore 
the length of shoes must be given earnest considera- 


tion.” 
* * * 


A corner of the shoe department 


of Greentree’s, Richmond, has been set aside as a 
special display section. All kinds of specialties are 
shown in unit groups. Sometimes it is a Girl Scout 
feature, imitation grass, tent and all the necessary 
incidental scenery. Again it may be riding boots, 
evening slippers, golf shoes or boudoir slippers. 
Whatever is in the sales picture for the moment gets 
the limelight. Customers are encouraged to examine 


OTHER 











PEOPLE’S 
IDEAS 


the shoes on display, and someone is always handy 
to straighten out the show when the occasion arises. 


* * * 


A lot of good publicity 
at little cost was obtained by R. W. Grove, who 
operates the Juvenile Shoe Co. in Tampa, Fla. A 
pair of baby shoes was given free to the youngest 
baby. that walked in the Poinsettia Baby Review. 
Youngsters from one year to 18 months competed to 
the great delight of a large crowd on the side lines. 


* * * 


Propped up where all buying 
shoes can see it, is a sign that is directly responsible 
for many rubber sales in the Madison Avenue shop 
of French, Shriner & Urner, New York. It reads: 


“A Good Suggestion— 
“Avoid colds by having 
YOUR RUBBERS 
on hand for the first storm.” 


Baby’s First Walking Shoes 


Must Fit Perfectly 


We specialize in fitting grow- 
ing feet properly —and if 
baby only knew the difference 
he would gug-gugg and ga-goo 








to the conclusion that the 
Juvenile is the best place to 
buy his footwear. 


A Pair of Baby Shoes Free 


To the youngest baby that walks in the Poinsettia Baby 
Review, we will give a pair of walking. shoes free. 


| JUVENILE : 


THERE Is ONLY ONE JUVENILE 
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Sales do not always clean 


the shelves-of every unwanted pair, but a clever little 
method used by Ellis Arndt, proprietor of the Arch- 
Aid Shoe Shops in New York, does. It is a very 
simple stunt, at that. After the regular sale, all odds 
are grouped in one section and racked according to 
sizes. One large size sheet representing the entire 
group is run off. This is turned in at the office, whose 
staff in turn go through the card files. A postal like 
the one illustrated goes to all customers whose size 
appears on the size sheet. 

No shoes are sold at reduced prices without the 
post cards, and these shoes are not displayed in any 








Dear Madam:- Date ES od. 
The record we have on file in your size is7_&=_ 
Our inventory has sbeen. completed and we find ourselves 
with several broken lines of various styles that will be closed out 
at $6.85 a pair. ; 
We have exaztly_£ prs. of these shoes in your size. 
They Represent Values From $11.50 to $14.50 
If are interested please call as soon as ible, and brin 
air cael with pf will be sold at ro ae whhen! 
the card. All are Final. No refunds or 


ARCH-AID SHOE SHOPS 








38 West 39th St. Fa 48 West 47th St. 
Phone Wisconsin 7-1949 Phone BRyant 9-8948 
NEW YORK NEW YORK 


These shoes are in our New York stores only. 





way in the store. An average of 40 sales a day are 
made through this means. A P. M. on these shoes 
makes the boys on the floor just as anxious to sell 
them as Mr. Arndt is to get rid of them. The man 
making a sale of a single pair gets 50c., while a double 
header is worth $1.25 and three pairs to one customer 
means $2.00 more in the Saturday night envelope. 


* * * 


‘Ties is quite a trick in 
properly stretching riding boots. One of the boys in 
the men’s shoe department at Saks Fifth Avenue Shop 
has worked this out from all angles, so is an expert 
on this phase. E. R. Johnson takes a personal pride in 
every pair of boots that he sells. He says: “To sell 
a riding boot properly, one must first visualize the 
man in the breeches.” 

Riding boots can be stretched from one to one and 
a half inches depending on the leather, without re- 
course to gussets. In stretching properly it is first 
necessary to understand how to prepare the leather 
by soaking it. 

A full leather lined boot is treated entirely different 
from an unlined one. In the case of the lined boot, 
the leather must be thoroughly saturated with tepid 
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clean water. This must be worked into the pores of 
the leather in a very even manner. Hold the boot in 
a horizontal position, so that the water will run down 
and around to the seam. Now the boot is ready for 
the leather pads which are placed in the proper posi- . 
tion on the boot tree and the boot allowed to dry over 
night. When proper care is taken, the boot will re- 
tain its original shape and not fall away from the leg 
after the stretching operation. 

Boots may be lengthened a full half inch at the 
choke if needed. 

A couple of “Cautions”: “Always wash the boot 
with saddle soap before starting to stretch, so as to 
have a clean surface to work on, also this opens the 
pores of the leather. Never pound or hammer in the 
boot trees. They must be gently forced in through 
pressure by the hands. In this way, one can feel 
what is happening to the leather and so do away with 
any danger of splitting the boot.” 


* * * 


Phe is no trick at all in 


selling men’s shoes, says David E. Mandell, who has 
three men’s shoe stores a few blocks apart on one 
street in the downtown section of New York. For 
many years Mandell was selling shoes on the road, 
and he noticed the number of customers that were 
being daily lost in the shoe stores that he called upon. 
These lost sales were not due to poor buying, no sizes 
and the like, but to poor handling of the trade. A 
healthy, growing business has been built by simply 
adhering to the old business law of a satisfied cus- 
tomer being the best advertisement. 

Proper fitting, intelligent selling and merchandising 
which impresses a man that he is getting a “good buy” 
causes thousands of men to say to their acquain- 
tances, “Why don’t you buy your shoes at Mandel’s, 
too?” 

This little string of stores is able to operate on 
a four times stock turn, due to the buyer being on 
the floor all the time. This continual watching of 
the stock and knowing the trade is mighty impor- 
tant in that it enables the boss to sense customer 
buying impulses on the second. 

x * * 


With the fixed expenses 


creeping up all the while, and with customers de- 
manding more in the way of service, a department 
must increase its percentage of gross profit in order 
to survive, reasons J. T. O’Connor of Hinkle’s 
Wichita, Kan. His answer to this problem is the 
developing of greater profits on the better grades. 
If the styles are right, many an extra dollar can 
be safely added, so that it will not be reflected in a 
lessening demand for the merchandise. 





21 








December 12, 1931 


FROM THE EDITOR'S ANGLE 
fated) flelorem 


> P DP 


Editor 
Copyright 1931, Boot and Shoe Recorder Publishing Company 
Division of United Business Publishers, Inc., New York 
ad See ES ease 











New Foot Freedom Through Sandals 


REAT changes are taking 
ti. place. The greatest of all 
changes is the broadening of 
activities of men, women and chil- 
dren so that each gets more joy out 
of living. That may see a strange 
statement to make in view of “this 
depression ;” but follow along. 
When golf was a joyous pursuit 
for the “classes” it was just a little 
thing in life. But today golf has 
gone democratic. It’s part of the 
outdoor life of the “masses.” No 
one is denied the pleasures of golf if 
they can purchase a set of clubs and 
pay the $1.00 fee at a public or open 
course. Millions now golf where 
hundreds did before. The develop- 
ment of golf naturally creates a de- 
mand for apparel and supplies used 
in the game. The golf shoe business 
is a sizeable industry in itself. Golf 
shoes were once sold almost exclu- 
sively in sporting goods stores. To- 
day, most every store can furnish 
golf shoes to men, women and chil- 
dren—specialties gone democratic. 
Follow along with us to the next 
great step in popularizing outdoor 
activity. Of all outdoor pursuits, 
one would say that horseback riding 
would be “class” to the end — but 
what do we see? An interest de- 
veloping in riding that is not sec- 
tional but national and even inter- 
national. Most anyone can get the 
exercise and thrill of horseback rid- 
ing. Some stores in big cities are 
now offering an entire riding habit 
(without the boots) for $25.00. Boots 
come extra. One can hire a horse by 
the hour at rates from $1.00 up. As 
a result, horesback riding has gone 
democratic. At the same time it has 
gone into business, for riding boot 
sales throughout this country are 
surprisingly large and still increasing 
—depression or no depression. The 
rate of sale has slackened but the 
coming of Spring and a slight bet- 
terment in business—away goes any 





activity once for the “social classes” 
now for the “social masses.” Trade 
following the broadening of social 
interests and we see a new oppor- 
tunity for stores as well. 

Winter sports were once most ex- 
clusively for “classes.” Only people 
with money could do a Lake Placid. 
It necessitated plenty of time, mid- 
winter holiday and expenses no end. 
Now we see an acceptance of winter 
sports by all people above the snow- 
line. We see a complete skiing out- 
fit on sale for $20.00 (minus the 
shoes). Always the shoes come ex- 
tra and by that token make an extra 
opportunity for the retail dealer. 

We have all noticed the develop- 
ment of sun interest. Abroad it has 
been particularly emphasized by mil- 
lions of young people hiking along 
the roads on travel pilgrimages. The 
art of living in the great outdoors 
has increased health and decreased 
sickness. The week-end release of 
men and women from their work has 
created new sport interests and out- 
door activity. 

Perhaps the lowly sandal is the 
great symbol for the year to come. 
It has been growing apace. Sandal 
wearing is first an outdoor evidence 
of foot freedom. We even see signs 
of it in evening wear. There it is 
linked up with the Grecian tendency 
in dress and the beauty of youth is 
emphasized in the spirit of the sandal. 
This is no whim of fashion to be 
swept out over night. It is a deep- 
seated expression of youth, of free- 
dom and of leisure well spent. 

The sandal, as such, is a pretty 
thing. Its development has been slow 
and sure. Twenty years ago, one 
man alone poured his life into sandal- 
making and the ventilated E. C. 
Skuffer was doing its bit in produc- 
ing normal, natural feet. It was a 
courageous article of footwear and 
few would wear it because it was 
extreme in a day when high boots 


were the rule rather than the excep- 
tion. The man was obsessed with the 
idea of ventilation and by his own 
courage developed a good business. 
Unfortunately, he did not live to see 
the national vindication of his ideas 
and ideals. He was in many ways a 
martyr to his convictions. He was 
ridiculed as a fanatic but he proved 
in his own case, through his own 
success, that his foresight was “good 
business,” 

So now we come into the thrill of 
sandals sweeping itself through 
stores in the south—first as a “great 
play shoe” and then as a “high dress 
shoe.” The fact that the Greek 
Olympic sport events will dominate 
the style year from Los Angeles helps 
the case along. From Paris, Perugia 
—with his new ideas—has developed 
sandals with visible toes but he found 
out that only the very young could 
wear sandals with the toes revealed, 
so he devised a two-compartment 
stocking—in one the big toe, in the 
other, the rest. He is of the belief 
that if sandals continue as an em- 
blem of foot freedom, the children 
now growing will not be ashamed of 
showing their toes; but for the pres- 
ent generation of adults, the disguise 
of a little stocking is needed. 

Visible toes may develop an entire 
new theory in footwear. At least the 
sandal with its breadth of forepart 
may revolutionize all shoe shapes in 
the future. The low, flat sandal is 
not the ultimate development for it 
has shown that high heels and all 
heels do not injure foot shapes. It 
is the pressure against the toe of the 
shoe that does the mischief. 

In the next ten weeks, merchants 
of this country will make their pre- 
liminary selections of sandals for the 
coming year and this picture of the 
new foot freedom is preliminary 
notice of possibilities of extra busi- 
ness and extra service in shoe stores 
everywhere. 
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a HAVE probably heard someone say that the 
height of embarrassment is two eyes meeting 
through a keyhole. Others will tell you the most embar- 
rassing situation is to be dancing with a girl, have your 
garter come unclasped and the girl step on it. 

I don’t know how Walter Booth and myself got talk- 
ing about embarrassment. But for want of something more 
intelligent to say, I just asked him: 

“Walter, what embarrasses a shoe merchant most?” 
And he came right back: 

“I think the most embarrassing moment in a shoe 
man’s life comes when he steps across the street and peeps 
into his competitor’s window. 

“And finds the identical style of shoe he’s been proud- 
ly displaying, right there in the competitor’s window. The 
only difference being the brand name and a slightly lower 
price!” 

Well, that would be enough to make a merchant mad. 
But I knew Walter Booth’s dealers need never waste worry 
about it happening to them. 

Walter Booth Shoes are sold under the Walter Booth 
Name only. The merchant gets shoes that are individual 
and different. He can look into any competitor’s window 
with a feeling of pride. Never an embarrassing moment! 


A grand and glorious feeling, if you know what I mean. 
e 


WALTER BOOTH SHOE CO. 


$302 NORTH BROADWAY « « MILWAUKEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4.00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZESStol4 


Embarrassment! 
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CELULITE 
SALEABILITY 


and 
SATISFACTION 


ie 


In breaking away from tradition and out- 
moded practice, the originators of Celulite 
found the way to a new kind of sport sole. 
In one sole they combined the advantages of 
many—and avoided the disadvantages. Each 
of the many Celulite qualities adds something 


to the saleability of the shoe. They all add to | 


the wearer’s satisfaction. 


This extra selling appeal and satisfaction is 
not being overlooked by the alert manufac- 
turer or merchant. Hundreds of thousands 
of shoes have been soled with Celulite—and 
the demand for this new sole continues to 
increase! Investigate Celulite now! It will 
make sales for you next Spring—and re-sales 
next Fall! 
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CELULITE SOLES 
WILL NOT 


draw—sweat—burn 
or smart the feet 
They are cooler! 


> ae 


NORTH QUINCY, MASS. 
ESTABLISHED 1837 


AS WEIGHT 





The EYE of bashion 














s Focused on the HEEL 


When choosing heels for your line, remember that there is a Mears 
heel, with just the proper pitch, contour and deportment, that will 
add to the appeal of each style model... and whatis of still greater 
importance to every shoe manufacturer, the heel model you select 
for your sample, is the heel you get for every shoe in that style. 














The irregular lines of hand-finished heels cannot affect style lines, 
for exclusive machinery and methods reproduce the design of each 
Mears heel with mechanical precision . . . the exact contours of 
the original models are faithfully maintained. 





Mears can supply you with the RIGHT HEEL for any shoe, any 
time, anywhere. 


FRED W. MEARS HEEL COMPANY, INC. 


i Auburn, Me. 
Columbus, O, 
St. Louis, Mo. 
Auburn, N. Y. 
Conway, N. H. 

Salem Depot, N. H. 








i 











LOOK FOR THIS 


TRADE MARK 
ON EVERY HEEL SEAT 
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C. W. CONAWAY 
Conaway-Winter Company, Inc. 


Paicoens or failure in modern 
shoe merchandising depends very largely upon selec- 
tion of styles. Assuming that shoes are priced to 
meet the competitive conditions of today, the merchant 
or manufacturer who offers styles that are in accord 
with the prevailing trends in fashion has the best 
chance of getting the business, and it is only by 
obtaining a sufficient volume of business to assure 
an adequate margin above costs of operation that 
profit can be assured. 

Style in shoes, as in other articles of wearing ap- 
parel, is very largely a matter of the right patterns. 
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Part That Pattern 


Plays 


And How a Pioneer Branch of the Shoe 
Industry Is Undertaking New Responsibili- 
ties to Meet the Changed Conditions of 
Modern Shoe Manufacturing and Selling 


By 
C. W. CONAWAY 


It follows, therefore, that there is a direct and close 
relation between patterns and profit, and because of 
this, every retail merchant and every shoe manufac- 
turer has a direct and vital interest today in that phase 
of the industry which has to do with the origin, de- 
signing and creation of shoe patterns. He needs to 
know as much as possible about the conditions sur- 
rounding the pattern branch of the industry, the 
evolution that has taken place in pattern making and 
the facilities and kinds of service that are available. 

The scope of operations of the pioneer pattern shop 
was limited almost entirely to the problems of drafting 
plain conservative types of high and low uppers to 
fit the ill-fitting lasts of that day and arriving at the 
correct grading of sizes and widths. The only major 
problem of foot-fitting was that involved in arriving 
at the correct pitch of the legs of the boots. The 
majority of the present model cutters know very little 
if anything of the endless discussions and experimen- 
tation connected with the fit of boots. 

The injection of style into footwear was the signal 
for radical forces in the industry, both among pattern 
makers and others, to indulge in a riot of design and 
combinations of material and colors that caused many 
to predict a return to the old utilitarian days. But the 
more serious students of the economic situation have 
helped the industry to interpret the style situation from 
a sane viewpoint.and the result is an almost universal 
acceptance of the idea that shoe styles to be right 
must be designed to fit the fashion. Styled to the 
fashion is the new order and with the increasing 

[TURN TO PAGE 38, PLEASE] 
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Shoes by Curtis Shoe Company, Inc. 

Marlboro, Mass., Style No. 231 

AHubschman's Tandriste Calf, Color 
223. 


Men’s Colored Calf for Spring 


Numbers 217, 223 (illustrated) and 224 of the 
Tandrite line are especially adaptable for men’s 
spring shoes ... having the fine grain, the lustrous 
finish, the tightness of break and the mellow 
feel that are characteristic of all Tandrite Calf. 


E. HUBSCHMAN & SONS, Inc., PHILA., PA. 
Tanners of Fine Calf Leathers 


TANDRIT 
CALF 
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PEERLESS LINING KID 


A Highly Specialized Lining Stock. 
Made in one special tannery. 


—by one special crew of workmen. 
—of one specially bought raw stock 
used only for PEERLESS KID 
LININGS. 

—by a special tannage that gives a 
firm yet mellow texture. 

—a flat, smooth grain with no 
wrinkles to be ironed out. 

—a clean non-fibrous edge trim. 
—an especially uniform run of 
color. 


JOHN 
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Nothing so convincingly 
completes the final im- 


pression of value through- 
out as a LINING OF 


FULL CHROME 
TANNED KID- 
SKIN. 


Attractive in 
its finish and 
colored in the 
lighter and del- 
icately toned 
shades, it af- 
fords contrast- 
ing color com- 
binations that 


heerless lining bi 
VANS. LEATHCK © 


cop AMDEN, JERSEY 


gualily ~~~ 
INSIDE AND 


OUT 
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make for distinctive sales 
factors. 

The advantage of a 
FULL CHROME 


TANNED KID 


LINING is prac- 


tical freedom 


from dampness 
and perspiration. 


PEERLESS 


LINING KID is 
so tanned as to 
perfectly meet 
this requirement 
as well as the 
essentials of 
‘style and color. 
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PHILADELPHIA ST. LOUIS 


Tariff on McKays Increased; 
Turn Rates Reduced 






President Issues Proclamation Announcing Changes 
Effective January |, Following Commission Recommendations 


Washington, D. C.—Upon recommendation 
of the United States Tariff Commission President 
Hoover has issued a proclamation increasing the tariff 
duty on McKay sewed boots and shoes from 20 per 
cent to 30 per cent ad valorem and decreasing from 
20 per cent to 10 per cent ad valorem the rate on 
turned boots and shoes. Changes are effective Jan- 
uary 1, 1932. The President also followed the com- 
mission’s recommendation by declining to order a 
change in the present duty of 20 per cent on boots and 
shoes, other than McKay and turned. 

All the commission’s recommendations came as a 
result of investigations undertaken after the passage 
of resolutions by the Senate on June 20 and July 11, 
1930, requesting such action. As to boots and shoes 
other than turned, McKay, sewed or welt, the commis- 
sion explained that it had not obtained the costs of 
production for this class and consequently made no 
findings. 

While it was necessary for the commission to as- 
certain the costs of production of foreign shoe fac- 
tories, the commission did not publish these figures 
because they were obtained in confidence. The same 
is true of figures obtained in confidence from domes- 
tic shoe manufacturers. 

Both the increase and reduction ordered by the 
President were the maximum (50 per cent of present 
rates) permitted by the tariff law. 

In finding the domestic and foreign costs, the com- 
mission used the year 1930, which it said was a 
representative year in the indus- 


mission said it was unable to find that these differences 
between the domestic costs of production of welt shoes 
and the corresponding costs in the United Kingdom 
were representative of the present cost differences. 
Because of the uncertainty of this effect, the commis- 
sion said, it did not recommend a change in the pres- 
ent duty on welt shoes. 


The commission pointed out that 
both production and imports of boots and shoes de- 
clined in 1930, the domestic output of all classes be- 
ing about 16 per cent less than in 1929, and the im- 
ports of all classes about 40 per cent less. In 1929 
total imports of shoes were equal to about 2 per cent 
of the United States consumption and the imports of 
women’s shoes to about 4 per cent of the consump- 
tion of that class. Thus far during 1931, the commis- 
sion said, 1931 imports have been equal to about 1% 
per cent of the domestic consumption. 

The commission’s report contained a discussion of 
the Bata factory at Zlin, Czechoslovakia.. This plant 
employed but 1800 workers in 1923, the commission 
said, but in 1931 it employed 20,000, the daily capac- 
ity increasing in the same time from 8,000 to 136,000. 

The commission pointed out that whereas a large 
proportion of the shoe factories in the United States 
buy many parts for shoes as well as shoe findings, 
cartons, lasts and other accessories, the Bata company 
is very largely self-contained, producing its own lasts, 

heels, glue, cartons and shoe 





try both here and abroad. The 
costs for welt shoes, the commis- 
sion said, showed that for two of 
the samples compared, domestic 
costs exceeded foreign costs by 
less than 10 per cent of the duti- 
able value, and that for the other 
two samples compared, foreign 
costs exceeded domestic costs. 


Because of the present depre- 
ciated value of the pound sterling 
and the short time the deprecia- 
tion has been in effect, the com- 





TARIFF CHANGES 


Increased—McKay sewed shoes. 
The tariff formerly was 20 per 
cent ad valorem and under the 
President’s order, issued on recom- 
mendation of the Tariff Commis- 
sion, the duty will be increased 
January 1 to 30 per cent ad 
valorem. Most of the imports 
come from Czecho-Slovakia. 

Decreased—Turned shoes. The 
tariff is now 20 per cent ad valorem 
and under the President’s order it 
will be reduced to 10 per cent ad 
valorem effective January 1. 


82 
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findings, as well as having its 
own tanneries, saw mill, machine 
shop, paper mill, chemical labo- 
ratory, printing office and a plant 
for treating rubber and making 
rubber footwear. 

The average weekly wage of 
skilled adults has _ increased 
steadily, the commission said, 
while the average price of all 
shoes produced by the company 
has been decreasing. The com- 

[TURN TO PAGE 60, PLEASE] 
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-.. in which we point out the correct 


uses for Vode correct colors... 


Color 217 . 
Color 57. 


Color 14 


Color 175 . 


Color 36. 


Color 45. 
Color 65. 
Color 239 . 


Color 304 . 
Color 314 . 
Color 342 . 


Color 363 . 


FAWN 


. STRAW BEIGE 


.. LEAF BROWN 
Color 128... 


INDIES BROWN 


. SEA SAND 


. ADMIRALTY BLUE 


. TALISMAN RED 
. KELLY GREEN 
. SAPPHIRE BLUE 


. TROPIC YELLOW 
. BABY BLUE 

. CANDY PINK 

. LIME DROP 


* 


EY ate} 


Predominant neutral shades 


for early spring. 


True browns for use with new 
spring shades, or to accent 


beige and pastels. 


A very light, clear beige for 
volume output 


aaccaenrhaumelitic 


Vivid shades to be used alone 
or in combination with whice 


} erfece sandal colors 


Four delicate, pastel shades 


for resort wear 


VODE SUEDE KID 


in corresponding colors 


ALLIED KID 
COMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 











Printed kids in various colors and designs are being used ex- 
tensively as linings in the new sandal types of shoes. 


wae sandal vogue has created 


new interest in linings. Cut-outs and open shanks now 
reveal the interior of the shoe, changing it from a 
hidden detail to a point of major importance when 
the shoe meets the woman’s gaze. The result has 
been the introduction of more style in linings, with 
pastel kid and the darker shades vying for popularity 
with printed kid in various colors and designs. Check- 
ered, flowered and mottled effects as illustrated are all 
included. Manufacturers are actually giving more 
attention to the selection of linings and a tendency 
toward the use of higher grades is a logical outcome. 

The shoe with a striking lining as illustrated here- 
with attains greater eye value, relieving monotony 
and lending a distinction lacking in shoes executed 
in the ordinary manner. The motif may be varied 
as to color or pattern but many fascinating results 
may be obtained by giving linings more than casual 
thought, particularly in relation to sandals. Even in 
pumps, step-ins and the more closed types of footwear 
a “different” lining serves to place one given shoe 
above another, almost identical, but with less unusual 
interior detail. 

It is a coincidence that linings should be prominent 
in such radically different types of footwear as ghillies 
[TURN TO PAGE 60, PLEASE] 


34 


Sandal Vogue 


Emphasizes 
Shoe Linings 


Pastel Kids and Darker Shades, with 
Prints in Various Colors and Designs, 
Coming into Increased Demand for 
Shoes of Open Pattern Construction 


Sandal patterns in women’s shoes, like the one illustrated in 
the photograph below, tend to create a new interest in linings 
and cause a demand for more variety in leather. 
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The three colors that have been most extensively sampled 
in the line of the Forstmann Woolen Co. are listed below 


Vow Cn stl, 


PRECISION 


| ECE 


gives you kidskins to match, blend, or contrast 





A i SN ni 


FORSTMANN KIDSKINS TO KIDSKINS TO 
WOOLEN COLORS MATCH OR BLEND CONTRAST 


Cocoon bling .. gdO a Nao. 172 
: ee Coe as Creole No. 3 
Lilli No. 05 


oe RETEST AE IE somata 


Corsair Maciciwee No. 1312 
(a true navy) 


Spanish Blue Cutie Vo. 1315 Chis No, 172 


(a bright blue) on Mo, 1312 Creole J lo, 31 








Le New Crctle wok, Q,. hee 





champles by request to Seats 1702-100 old Sirect, New DYork 
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The 
NATURAL BRIDGE 
SHOEMAKERS 


actually stock a 
complete range of 
sizes and widths 
and baek this stock 
with 
SERVICE 
in capital letters 





























Natural Bridge Shoes are the finest shoes 
which shoemaking skill, long experience, 
and large production can assemble. 

@ e 


They are nationally known and nationally 
liked—thousands of women preferring 
them to all other makes, regardless of 
price. ® s 


This national demand has been created 
by national advertising, and fostered by 
the delivery of full value at all times. 

@ @ 
This ready made market is part of every 
shipment of shoes to a Natural Bridge 
retailer—and he is assisted in capitalizing 
it by generous assortments of local adver- 
tising of all types. 

@ @ 


His margin of profit under the new Natural 
Bridge “across the board” prices is made 
greater than ever before. 

e @ 


YET—if all these superior values were not 
adequately supported by unerring, prompt, 
intelligent service from our stock depart- 
ment, the remarkable turnovers attained 
by most Natural Bridge retailers would not 
be possible. And large profits would 
quickly shrink to the danger mark. 
@ @ 


There, in a nutshell, is our understanding 
of the vital importance of complete and 
immediate in-stock service to our retailers 
—large or small. 
@ @ 

Our creed is—A NATURAL BRIDGE 
RETAILER MUST NOT LOSE A SINGLE 
SALE. And we believe in it! 
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The new Natural Bridge Plan is not an “accident” nor 
“Just another scheme.” 
It is a carefully thought out and tested plan to help the 





retailer with his p day problems. 
In formulating this plan, the Natural Bridge Shoemakers 
consulted many such ful shoe merchan- 





disers as Mr. Soloman of the Ernst Kern Company. 

They found out what these men needed to help make their 
shoe departments more profitable, and then the plan was 
“built to order” to meet these requirements. 

It is essentially a retailer’s plan. ae alle eeehy 
MEN'S STY a 

we 

WOMEN s 
= RR 


STYLES 
RETAIL 


9° 6 














NATURAL BRIDGE SHOES 


FOR MEN, WOMEN “Chick”? Evans talks over the new 
AND CHILDREN NATURAL BRIDGE 


PRICE AND 
are fully stocked in the following PROFIT POLICY 


widths and sizes 


with Harry Soloman, Merchan- 
WOMEN’S . AAAA to EEE .. 2% to 11 dise Manager of Ernst Kern 


MEN’S ...... AAA to EEEE. 4 to 14 Company, Detroit 
JUNIORS’ ..... AAtoD ....3 to 8 


Sas 


MISSES’ AtoD.... 12 to3 (a. S60 8 -enetew 

f CHILDREN’S ... BtoD. . 8% to 11% Mr. Evans: Harry, Lona A —— to sich to our 
present retail prices o 5 and $6, but to give 

’ INFANT’S ...... C toD.... 5% to 8 you better shoes at prices that “will increase 


your markup. How does that strike you? 


Mr. Solomon: Fine, but can’t you give across the 
board prices in each range? 


Mr. Evans: There’s the old mere andise mind 
working! That’s exactly what we've done. All 
$5 styles are $3.25 across the board, and $6 
styles are all $3.60 





Mr. Soloman: Do those prices include all leathers, 
EEE widths, etc. ? 


Mr. Evans: Sure. At $3.25 you'll have a com- 
pletely balanced line of staple styles, leather 
heel ties and straps, covered Cuban heel straps, 
even Baby LXV heels in B'ack and Brown Kid, 
White Kid, Colored Calf, Black and White and 
Brown and White S;ort shoes—all to sell 
for $5. 


Mr. Soloman: And how about the $6 line? 


Mr. Evans: These are what I call the ‘‘plus”’ 
shoes. We will give you such materials as 
genuine white buckskin, high grade mat and 
colored kidskin; unusual patterns that are not 
generally sold as low as $6, and in addition 
that ‘‘plus’’ in profit—shoes across the board 
at $3.60 to retail for $6. 


Mr. Soloman: That sounds good to me, Chick. That 


NATURAL BRIDGE SHOEMAKERS retail experience sind the prettems we fellows 


are up against. I'll say this, that the Natural 





DIVISION OF CRADDOCK-TERRY CO. Bridge plan will go a long way towards solving 
our retail shoe troubles this season. And, by 
LYNCHBURG VIRGINIA the way, do you know we turned our Natural 
* Bridge shoe stock over four times in six 
months? 
New England Distributors—MclIntosh Co., Springfield, Mass. Mr. Evans: Fine, Harry. Let’s do even better 





next year. It’s our job as well as yours. 





Pacific Coast Branches 
CRADDOCK-TERRY COMPANY Sea ee al 




























San Francisco, Cal. Portland, Ore. JUNIOR 
New York Office—Marbridge Building ; 
Chicago Office—Republic Building STYLES 
Philadelphia Office—Central Trust Building Se m 
« ss tc f 









Budge Shoes *5 and $6 


RETAIL 
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importance of shoes in the ensemble, 
this interpretation is at once seen to 
be economically sound and offering a 
vast field for development in the shoe 
industry. 


Extensive Organization Necessary 


If shoe styles, in order to meet with 
the maximum of consumer acceptance, 
must be the correct interpretation of 
fashion, it naturally follows that the 
successful shoe manufacturer must get: 
1lst—A sufficient collection of authentic 

styles from which to build a well- 

balanced line. 

2nd—Authentic style and fashion infor- 
mation as to types of patterns, mate- 
rials, ornamentations, etc. 

8rd—All of this material far enough in 
advance of the mode to enable him to 
build his styles in accordance there- 
with. 

The modern shoe pattern organiza- 
tion, because of its unique position in 
the industry, is the logical agency to 
furnish this most important require- 
ment of shoe manufacturing, the sup- 
plying of authentic styles, correctly in- 
terpreting the fashion. 

The organization necessary to per- 
form this vital function of the modern 
pattern shop is quite extensive. A staff 
of fashion experts and correspondents 
in the leading style centers of Europe 
and America must be organized. Ar- 
tists must be trained in shoe style 
sketching and their efforts directed by 
stylists who are thoroughly conversant 
with the fashion trends and at the 
same time shoe conscious to the extent 
of knowing the practical limitations of 
both manufacturer and retailer. 


Individual Interpretation 


Certain types and trends will natu- 
rally be developed as outstanding and 
authentic but a wide variation in the 
individual interpretation of these ten- 
dencies -into different styles is both 
possible and desirable because of the 
necessity for each manufacturer to pre- 
sent an individual style picture. The 
progressive shoe pattern organization 
is in a position to do for the shoe in- 
dustry in this connection a most con- 
structive and outstanding service. Be- 
cause of its contact with hundreds of 
manufacturers in assisting them in the 
styling of their lines of shoes, it be- 
comes an important factor in the crys- 
tallization of correct style opinion as 
related to types and trends. It is quite 
evident that a universality of style to 
this extent is surely necessary in order 
to avoid chaos and confusion, while at 
the same time the preservation of the 
individuality of each manufacturer’s 
line is maintained by the variety of 
styles which are developed following 
these authentic types. 

No shoe pattern organization has 
done a thorough style job unless it fur- 





The Part That Pattern Plays 


[CONTINUED FROM PAGE 28] 


nishes its clients with authentic fashion 
and style information. It is necessary 
to have the line perfectly balanced with 
the fashion picture and important to 
combine materials properly so as to in- 
sure the utmost value of the designs 
submitted. 

This style information is usually dis- 
seminated in two ways: First, through 
a regular bulletin service with separate 
letters covering different phases of the 
style picture, and, next, through the 
personal contact of a stylist to sit in 
with the manufacturer’s style man in 
building the line. The stylist, in going 
over the manufacturer’s line, may dis- 
cover that he is weak on certain types, 
whereupon he or she will sketch out 
right away just what the style man 
was looking for to fill in the gap. Or 
the request is brought back to the stu- 
dio for special designs for this certain 
manufacturer’s use. Much of the de- 
signing of styles is done today in this 
way. The style man and his pattern 
shop stylist get together and decide on 
the types needed and they are built for 
his special use during the conference or 
subsequently by the studios. 


Interpretation of Styles 


One of the most glaring contrasts be- 
tween the old pattern shop practices 
and the new methods is most apparent 
in connection with this matter of main- 
taining the individuality of different 
lines of shoes. In the early days of 
high style, good ideas were so scarce 
that the same style was passed around 
to several manufacturers, while today 
it is generally understood that no rep- 
utable pattern organization would think 
of making this mistake. The idea of 
keeping each manufacturer’s styles in- 
violate is just the accepted rule. Un- 
ethical practices along this line would 
be too costly and further, the much in- 
creased production of ideas by scores 
of artists instead of just a few, make 
it unnecessary. The pattern shop styl- 
ist has, by reason of his or her vital 
contact, with scores of manufacturers’ 
lines the opportunity to attain a versa- 
tility which peculiarly fits him or her to 
do an outstandingly constructive job. 

Of equal importance with the styles 
themselves is the interpretation of 
these styles into well-balanced paper 
models to fit the lasts. For after all 
a poorly executed model will ruin any 
style. Too much cannot be said for 
the possibilities of beautiful, balanced 
model cutting. Individuality and char- 
acter of the line or the lack of same, 
can in most cases be traced to the model 
cutter. 


Systems of Model Cutting 


There are many systems of model 
cutting in use today, but the general 
principles involved are the same. The 
first objective for the model cutter 
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after the style has been selected and 
the last designated on which to build 
that style, is to obain a “draft” of the 
last which is really the surface meas- 
urement of that last reduced to a flat 
surface. From this last mould, he de- 
velops a master standard which is the 
adaptation of the style selected with 
the proper outlines, vamp heights, last- 
ing allowances, etc., added to the last . 
mould. From this master standard he 
then dissects the different parts that, 
fitted together with proper seam and 
fold and trim allowances, will make up 
a fitted upper when cut out of suitable 
materials. 


Branches of Model Cutting 


A separate paper pattern must be 
made for each part of the outside and 
each part of the lining and allowances 
must be made for stretch, counter, box 
toes, folds, seams, trims, and each of 
these factors must be treated differ- 
ently when related to different methods 
of shoe construction. The model cutter 
has a vital interest in the problems of 
at least three departments of the shoe 
factory. If there is anything that goes 
wrong in making the shoe, the almost 
universal cry is “the pattern must be 
wrong,” which in most cases refers to 
the model. 

Model cutting can be divided into two 
branches. First in importance is the 
drafting or designing of models of 
styles to fit particular lasts, and, sec- 
ond, the preparing of the accepted 
model, correcting, trueing up and width 
grading for the actual grading of sizes 
and widths in a finished board, metal 
edged pattern from which cases of shoes 
will be cut. The model cutter must not 
only design the pattern, but be able 
quickly to detect the cause of any con- 
struction difficulties in the building of 
the case lots of shoes. The necessity 
for the latter has made it desirable for 
manufacturers to have their own model 
cutter right in the factory and from 
this standpoint as well as the necessity 
for close and quick contact with the 
construction departments in working 
out new styles, it is an economic neces- 
sity. Almost all of the model prepara- 
tion and width grading, however, is 
done by the pattern shop model cutters, 
and indeed there is a growing feeling 
on the part of smart manufacturers 
that it is a splendid thing to supple- 
ment their own model cutter’s efforts to 
a reasonable degree by the work of the 
shoe pattern shop designers for the very 
valid reason that there is a versatility 
possible with the pattern shop designer 
(because of his contact with and effort 
to please dozens of other successful 
manufacturers) which is not possible 
for the model cutter who confines his 
efforts to pleasing one. 

There are of course many shoe man- 

[TURN TO PAGE 60, PLEASE] 
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Plan All-Industry Convention 





‘Manufacturers, Merchants, Salesmen and All 


Interested in Making and Selling Shoes Are 


Invited to Chicago Meeting January 4-6 


[, formulating the program for 


the twenty-first annual convention of the National 
Shoe Retailers Association, to be held in Chicago, 
Jan. 4, 5 and 6, 1932, the whole thought and intent 
has been to assist every retailer in the country, great 
and small, member and non-member, to do a better 
and more profitable job in providing the public with 
what it wants in footwear—quality, style, fit, wear 
and store service—at a price to insure a profit. 

That is the problem all shoe merchants are facing, 
and this convention is called to see what can be done 
about it. Harry McLaughlin of the Potter Shoe 
Company, Cincinnati, says one thing he has learned 
about conventions is that he can learn a lot from 
merchants who operate stores considerably smaller 
than Potter’s. ‘Very frequently,” he says, “I find 
these men in smaller stores have already solved a 
problem to which I have been seeking an answer.” 

The display rooms of manufacturers, replete with 
the most advanced ideas of footwear fashions rang- 
ing in grades from the lowest to the highest that any 
merchant may need, in themselves, will solve many 
problems of price range and style concentration. 
With regard to the program, it is interesting to take 
a look at the names of the men who will speak day 
by day at the noonday luncheon meetings. No man 
in the country, probably, is in closer touch with retail 
merchandising conditions than D. F. Kelly, of Chi- 
cago. Roger Selby is recognized as one of the keen- 
est observers in the shoe manufacturing field. His 
observations on shoe retailing will be well worth lis- 
tening to. William Nelson Taft is a national celeb- 
rity. Thousands of merchants read the Retail Ledger 
daily to get his slant on satisfying the consumer. 
The convention committee is indeed fortunate to pre- 
sent such a line-up of speakers as this. 

Merchants will be specially interested, it is believed, 
in the Round Table program. Here is where a lot 
of perplexing problems will be solved. If any retailer 
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wants a pet problem discussed at a round table he 
should write headquarters. 

This is not just a convention of, or for, the mem- 
bers of the N.S.R.A. alone. Rather, it is a meeting 
of the’entire shoe industry, manufacturers, merchants, 
clerks, anybody, in fact, who is interested in making 
or selling footwear, sponsored by and held under 
the auspices of the National Shoe Retailers Associa- 
tion. From present indications it will be the biggest 
and undoubtedly the best meeting of the kind ever 
held. Present business conditions demand that it be 
such. 


—— hotels are cooperating 
with the convention headquarters in the distribution 
of hotel rooms. Comfortable rooms are available at 
$1.50 per day; better ones, of course, at $2, $3 and 
up. To avoid confusion it- is suggested that reser- 
vations be made in advance. Applications should be 
addressed to National Shoe Retailers Association, 8 
South Michigan Avenue, Chicago, stating about the 
price room wanted and first and second choice of 
hotels. 

Arrangements have been made for special reduced 
rates on all railroads in the United States and Canada. 
Those attending the Convention will pay full fare 
coming, have their tickets validated at N. S. R. A. 
headquarters, Palmer House, and pay one-half fare 
for the return trip home. Tickets will be good for 
thirty days from date of leaving home. Retailers 
should be sure to secure a validation certificate from 
ticket agent when ticket is purchased. 

While the meetings of the style committees will 
supply style ideas and the round tables will supply 
merchandising ideas, the source of information as 
to what to buy will be gathered from the hundreds 
of displays of shoes and accessories. The manufac- 
turers are just as much interested in this problem of 
distribution as the retailers themselves. 
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Those animals that were so vitally important 
to the early development of this country, the 
Virginia deer, the wild turkey, or the beaver, 
have never been particularly recognized in the 
official honors of our great nation. None of 
the wealthy fishing countries of the North Sea 
boasts an emblematic whale or fish. 

But “way down under” (as an Australian 
would say in his slow, Texas-like drawl), the 
Kangaroo, from whose skin is tanned the fine, 
strong leather worn by millions of Americans, 
is an honored symbol of Britain’s distant Com- 
monwealth. The Kangaroo is on Australia’s 
Coat-of-Arms, their postage stamps and paper 
currency. The Kangaroo is featured in na- 
tional advertisements, it has been the name 


J<angaroo 


@ SURPASS LEATHER COMPANY 
@ ZIEGEL EISMAN COMPANY 
@ RICHARD YOUNG COMPANY 


Country ..- 


* 


given to travelling football teams, and was a 
facetious nickname for Australia’s World War 
soldiers—it is honored and respected in its 
own country. 

And, also, the name Kangaroo is honored 
in America, where its skin, imported and 
tanned in this country, has been the accepted 
ideal of athletes for forty years, and has re- 
cently experienced, almost over-night, a great 
popular demand for use in men’s street and 
dress shoes. Genuine Kangaroo, tanned in 
America, has each of the four cardinal qual- 
ities of shoe leather—strength, softness, pli- 
ability and ability to take a lustrous, brilliant 
polish. And remember: “kangaroo horse,” 
“kangaroo sides,” or “kangaroo calf” are not 
genuine Kangaroo. 


BOSTON 
NEW YORK | 
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NATIONAL NEWS 


SATURDAY, DECEMBER 12, 1931 


EVERY WEEK 





q HOW’S BUSINESS p> 








October Production Off 


WASHINGTON, D. C.—Reversing the 
trend of recent months, production of 
shoes in October showed a marked de- 
crease as compared with the output for 
that month in 19380, according to fig- 
ures just announced by the Bureau of 
the Census. The total production for 
October, this year, was 25,330,584 pairs, 
as against 27,731,295 in October, 1930. 
Boys’ and youths’ shoes formed the 
only classification of leather footwear, 
showing an increase for the month over 
October of last year. Men’s, women’s, 


Production of Footwear, Other Than Rubber, by 
Months, 1929, 1930 and 1931 


4 
46 
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misses’ and children’s shoes all showed 
declines. Small increases were noted 
in the classifications covering athletic 
and sporting shoes and slippers and 
moccasins for house wear. 

The decline for the month amounted 
to 8.7 per cent as compared with Oc- 
tober a year ago. It brings the per- 
centage of increase in production for 
1931 to date down to 3.7 per cent. 
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Hide Trading Dull 


New YorK—Trading on the New 
York Hide Exchange was along limited 
lines during the week ended Dec. 4. 


SHOP TALK 
By 
H. F. B. 


Up New England way 

In a fair sized city 
There’s a shoe merchant 
Whom we'll call Jones 
Because that isn’t his name. 


Jonesy was a “Joiner” 
And a darned good one. 
Every time the lodge 
Wanted something done 
It called on Jones 


And he did it. 


The lodge boys elected 

Him to one office 

After the other 

Until finally he 

Became the grand gazinkus 
* Or whatever the highest 

Office in the lodge is. 


It meant a lot of work 

And Jones did it, 

But one night he got 
Thinking and realized 

That all this lodge work 
Was cutting into his 

Time for business. 

Business wasn’t so hot 

And he looked over the 
Lodge crowd one night 
And realized that few 

Of the noble brothers 
Were buying shoes from him. 
He got one of the brothers 
Aside and told him his 
Thoughts and said, 

“I’ve got to give up 

This lodge work or my 
Business will go to H——.” 
And the brother said, 
“Whyinell don’t you ask 
These birds to buy 

Their shoes from you?” 


And he did and they did. 


Which proves that you 
Never can tell till you try. 
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The lack of activity in the domestic 
spot market and the resultant absence 
of a suitable trading basis were held 
mainly responsible for the restricted 
operations in raw hide futures. Price 
fluctuations on the New York Hide Ex- 
change were narrow and irregular and 
from 20 points advance to 15 points 
decline for the period. 

A deadlock between tanners and the 
big producers has been in effect since 
early October, resulting from the re- 
fusal of the big packers to accept the 
new trade terms adopted by the for- 
mer whereby the weight taken from 
the hide in trimming is included in the 
price of the hide rather than the cus- 
tomary adjustment of an added item 
of 4 per cent of the value to offset the 
trim. 

This apparently has developed into 
a question of policy with neither side 
showing a disposition to give in. 





French Tariff Increased 


WASHINGTON, D. C.—The duty on 
imports of all types of shoes into 
France has been increased, the Depart- 
ment of Commerce is informed. The 
law substitutes specific rates for the 
former ad valorem duty, but provides 
that the new specific duties cannot 
amount to less than 25 per cent ad 
valorem in the minimum tariff and 50 
per cent ad valorem in the general 
tariff. 

The former duties, according to the 
report, ranged from 12 per cent to 18 
per cent ad valorem in the minimum 
tariff and from 48 to 72 per cent ad 
valorem in the general tariff. Imports 
of shoes from the United State were 
formerly dutiable at intermediate rates 
ranging from 18 to 27 per cent ad 
valorem. 

Details of the new specific rates are 
not yet available, but the department 
is informed that changes have been 
made in the French tariff classifications 
on shoes. 
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Laces You Want 
When You Want Them 






















m@ We manufacture a very complete line of 
soft finish, glazed and mercerized shoe laces 


suitable for every type and grade of shoe. 


@ Through our selling agent, the United 








Shoe Machinery Corporation, with offices lo- 
cated in every important shoemaking center, 


_we are able to offer prompt, efficient service. 


mw This expeditious distribution policy has 


benefited the entire industry — factories can 





now count on scheduled deliveries, quick re- 
Tips may be either fab- ' 
ric, metal or celluloid. plenishment of shoe lace stocks and can 


We recommend the re- 
cently perfected 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., 


operate with smaller lace stocks on hand. 


BOSTON, MASS. 
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>» TRADE DOINGS 4 


‘ International to Make Queen Quality 
and Dorothy Dodd Shoe 


St. Louis—The International Shoe 
Company will manufacture and dis- 
tribute Queen Quality and Dorothy 
Dodd shoes. These lines are to be sold 
to the retail trade by the Queen Qual- 
ity Shoe Co., St. Louis, and the Dor- 
othy Dodd Shoe Co., St. Louis, two 
newly organized branches of the Inter- 
national Shoe Co. 

The Queen Quality and Dorothy Dodd 
salesmen will present the new lines Jan. 
1, the initial showing being at the 
N.S.R.A. Convention at Chicago. 

This new division of the Interna- 
tional Shoe Co. will be under the gen- 
eral supervision of A. B. Fletcher, a 
director of the company, who has ap- 
pointed Thomas F. Byrnes, Jr., as sales 
manager; William P. Byrnes as mer- 
chandise manager, and John L. Sulli- 
van as stylist. Thomas F. Byrnes, Jr., 
and William P. Byrnes were formerly 
associated with the Thomas G. Plant 
Corporation. Mr. Sullivan formerly 
styled the Boyd-Welsh line, and is con- 
sidered one of the outstanding style 
men in the women’s shoe business. 

Mr. Fletcher states that a complete 
line of Goodyear welt and Super-Flex 
(cement) construction will be produced 
to retail at $6; also a complete line of 
Goodyear welt and Super-Flex (ce- 
ment) construction to retail at $7.50 
and $8.50. 

In acquiring Queen Quality and Dor- 
othy Dodd the International Shoe Co. 
did not take over the Thomas G. Plant 
retail stores, which will continue to be 
operated by the latter from their Bos- 
ton office. 
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| They Want to Know Where to Buy 











RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


In no case will the name and address of 
the merchant writing to us be given out. 
The RECORDER however will forward all 
letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number. 

N 529. Wood sole shoes. 

N 530. Rubber leg protectors for women. 

N 531. Second hand X-Ray machine— 
CHEAP. 

N 532. Seconds in rubbers. 

N 533. Boys high cut shoes around $2.00. 

N 534. Women’s shoes, good patterns, all 
widths, from stock costing from 
$2.25 to $2.45. 

N 535. Display backgrounds. 

N 536. Stock-keeping systems. 

N 537. Misses’ and boys’ black calf oxfords 
on a corrective last with an extended 
counter. 

N: 538. Ladies’ “Russian Boots.” 











Wood Heel Men Organize 


BostoN—The wood heel turners of 
the United States, at a meeting in Bos- 
ton, Nov. 20, organized the National 
Wood Heel Manufacturers’ Associa- 
tion. The wood heel industry recently 
held a trade practice conference before 
the Federal Trade Commission and one 
of the activities of the association will 
be to aid the commission in the en- 
forcement of the code of trade prac- 
tices, which has now been approved by 
the industry. Thomas R. Charshee, of 
Washington, D. C., an experienced trade 
association director and attorney, was 
selected as Commissioner to direct the 
activities of the association. Head- 
quarters of the association will be in 
the Shoreham Building, Washington, 
D. C. 

The following were elected to the 


board of directors: H. S. Snyder, Sny- 
der Wood Heel Co., Haverhill, Mass.; 
Joseph Burger, Williamsburg Unity 
Wood Heel Co., Brooklyn, N. Y.; A. L. 
Mercer, Vulcan Corporation, Ports- 
mouth, Ohio; Parker A. Brown, Lynn 
Wood Heel Co., Keene, N. H.; H. E. 
Vernick, Salem Wood Heel Co., Salem, 
Mass.; Dana Bray, Bray Wood Heel 
Co., Orleans, Vt., and C, Dosier, United 
Wood Heel Co., St. Louis, Mo. 


New Shoe Annex 


JASPER, ALA.—A new shoe-annex has 
been added to the Garden Mercantile 
Company. Men’s, women’s and chil- 
dren’s shoes are carried. 
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Different Sizes 


Be Prepared—Sales 
are often lost for 


i= 
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See Our Display N. S. R. A. Conven- 


lack of a size, not of tion, Chicago, Jan. 4-5-6 

a style All orders 

filled promptly. Room 831 Palmer House 
The only _ exclusive “THE JUVENILE SHOE CORPORATION 


pe cg sag — 
— the St. 8 AURORA 
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OF AMERICA 


CENTER BUCKLE STRAP 
Style 115— 


Patent Leather All Over. 


12/2 AA-A-B-C-D.......... $2.50 


Oak Sole, All Leather Heel. 


8144/1144 A-B-C-D ......... $2.15 


Gold Spot Sole, Wedge Heel. 


514/ 8 B-C-D ..........4.-- $1.85 


Gold Spot Sole, Wedge Heel. 


Send for Complete Stock Catalog 


Our terms are 5/10 days, net 30 days. 
West of the Rockies and East of the 
Alleghany Mountains 5/20 days, net 40 


MISSOURI days. 
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WHERE TO BUY 


Men’s Shoes 
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EAST WEYMOUTH,MASS. U.S.A. 




















DEVOLDER BROS. 


IN-STOCK 
MEN’S GOODYEAR WELTS 


Durable composition soles 


Oth 
Styles In- Stock 


12 ~~ cases—Sizes 6% to 8%—6/9—6/10 
Price $1.60, 5%—30 days. 
206 Essex St., 
BOSTON 



















THE 


N. 


“A MAN’S DECISION” 


Boston—183 Essex Street 
Y.—915-917 Marbridge Bldg. 
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NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. ( 
MEN’S FINE SHOES EXCLUSIVELY 

























Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 


















FORMER BUYER, PROPRIETOR 








Charles E. Collar, well known in the shoe trade in Milwaukee, is now in the men’s 

shoe business, having taken over the Osteo-Path-ik Shoe Shop at 10 Plankinton 

Arcade, shown in photograph above. Mr. Collar was buyer for S. J. Brouwer tor 

11 years and for Gimbel Brothers, Milwaukee, for seven years. He has been asso- 

ciated with David Rellin in the Peacock Shoe Shop, Schroeder Hotel, for the past 
four years. 








New England “Shoemen’s Special” 


BostoN—The “Shoemen’s Special,” 
which for a number of years has been 
operated out of Boston by the Boston 
and Albany and New York Centrai 
Railroads in connection with the an- 
nual convention of the National Shoe 
Retailers’ Association, will again be in 
commission for the accommodation of 
New Englanders attending the conven- 
tion in Chicago, Jan. 4, 5 and 6 next. 

This popular special train, made up 
of all-steel equipment, including club 
car, diners and observation car, will 
depart from the South Station, Boston, 
Saturday, Jan. 2, at 12:30 p. m., and 
will be due in Chicago at 10:30 a. m., 
Sunday forenoon, giving exhibitors 
plenty of time to arrange their sample 
rooms prior to the opening of the con- 
vention Monday morning. The train is 
scheduled to leave Worcester at 1:37 
p. m., Springfield at 2:55 p. m., and 
Pittsfield at 4:29 p. m. There will be 
no extra fare charged. 

Requests for reservations either on 
the “Shoemen’s Special,” or on regular 
trains, should be sent to W. J. Graham, 
general agent, Passenger Department, 
357 South Station, Boston, Mass. Res- 
ervations should be made at once. 

As heretofore, the New England Pas- 
senger Association has given the Na- 
tional Shoe Retailers’ Association and 
the National Shoe Travelers’ Associa- 
tion a convention rate. 

Under this arrangement a reduced 
rate of one and one-half fare for the 
round trip on the certificate plan is 
available. Under this plan the pas- 
senger should purchase a full-fare one- 
way ticket to Chicago, obtaining at the 


44 


same time from ticket agent a cer- 
tificate, which when properly filled out 
at the convention will entitle him to 
purchase a return ticket at one-half 
fare. There is no reduction made in 
Pullman fare. 

The one-way fare from Boston to 
Chicago is $36.60 and regular charges 
for berths, drawing rooms and com- 
partments will apply. 

In addition to the “Shoemen’s Spe- 
cial,” regular trains leave South Sta- 
tion, Boston, daily at 9:30 a. m., due 

_ Chicago 8 a. m.; 12:30 p. m., due Chi- 
cago 9:45 a. m.; 3:15 p. m., due 
Chicago 2:15 p. m., and 6:10 p. m., due 
Chicago 5:40 p. m. 





Des Moines Merchants Reorganize 


Des MOINEs, IowA—The Des Moines 
Shoe Retailers’ Association has reor- 
ganized on a new basis and reelected 
the same officers for the coming year. 
E. G. Toepfer was reelected president 
and A. S. Wiltsey, secretary-treasurer. 

Instead of charging dues for mem- 
bership, the association plans to invite 
all the shoe store executives in the 
city to their meetings, and each head 
will be privileged to bring his sales 
force if he chooses. Meetings will be 
held on call and will be featured by 
outstanding speakers. Mr. Toepfer 
announces the committee heads will be 
announced later. 

The last year ended with the asso- 
ciation free of debts. The new plan 
was adopted with the idea that larger 
groups could attend the meetings 








> THE PURPOSE OF BUSINESS ISPROFIT ¢ 


Boot AND SHOE RECORD: 
combining THE SHOE erase, Dec. 12, 1981 




























RESORT FOOTWEAR FASHIONS 


By Conaway-Winter Studios 


Anew precedent in fashion im- 
portance is established with the 
presentation of our resort foot- 
wear, which depicts the latest 
trend in fashion significance. 


Conaway-Winter’s interpretation 
of the resort mode is being read- 
ily accepted everywhere by smart 
retailers and manufacturers. 


| Shoe Fashion Service 


CONAWAY- 
: WINTER 





























214 Duffield St., 1421 Olive St., St. 
Brooklyn Louis 
11 South Street, Bos- 210 Michigan St., 
ton Milwaukee 
1 
t 
e 
e 
d 
S 
e 
y The Shoe illustrated designed by 
“ Conaway-Winter is typical of the . 
4 Exposed Mode. The one piece 
ine sleeveless dress is of white jersey 
n with a lace wool collar. It is a 
r Bonwit Teller creation. 
4 
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Men’s Shoes 





F, M. HOYT SHOE CORP. 
@smrs ‘526. Manchester, N.H1. 





Slippers 


tn Stockh Service ore: § 
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WHERE TO BUY 


he i ell 
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WHERE TO BU 


Men’s and Women’s 





















HAVERHILL, MASS. 
Men’s Full Leather 
Handturned Sli 


Snap Pocket 
Zipper Pocket 


W. 8. CHASE & SONS, INC., 


Lined 
ppers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 


1.560 
1.70 














0. C775—All sizes in stock 
» for immediate delivery. 
WA W rite for circular de- 


scribing complete line of 


 Rest-Rite Slippers. 










































EVANS’ SON CO., Wakefield, Mass. 
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Bids on Army Shoes 


PHILADELPHIA—Bids have been re- 
ceived for the largest order for army 
shoes handled by the Philadelphia Quar- 
termaster’s depot since the war. Nine 
shoe manufacturers competed for the 
order, which amounts to 296,481 pairs. 

The bids were on two lots of 89,271 
pairs each of service shoes, 50,259 pairs 
of leather boots and 68,040 pairs of 
garrison shoes. 

The bids were as follows: 

B. A. Corbin & Son Company, Bos- 
ton, Mass., 25,000 pairs of service shoes 
at $2.42 and 25,000 at $2.46; 25,000 
pairs of garrison shoes at $3.18, 15,000 
pairs at $3.23, and 10,000 pairs at 
$3.28, all net. 

International Shoe Company, St. 
Louis, Mo., 45,000 service at $2.24, 45,- 
000 at $2.25, 45,000 at $2.26 and 48,- 
542 at $2.27; 17,000 garrison at $2.86, 
17,000 at $2.87, 17,000 at $2.88 and 
17,040 at $2.89; 12,500 boots at $3.67, 
12,500 at $3.69, 12,500 at $3.71 and 
12,759 at $3.73, all net. 

Joseph M. Herman Shoe Company, 
Boston, Mass., both lots of service at 
$2.19, garrison at $2.97, 10,000 boots at 
$4.19, 10,000 at $4.24, 10,000 at $4.29, 
10,000 at $4.34 and 10,259 at $4.39; 
one-quarter of 1 per cent for ten days. 

R. P. Hazzard Company, Gardiner, 
Me., garrison at $3.17 net. 

G. H. Bass. Company, Wilton, Me., 
boots at $4.90 net. 

Brockton Shoe Manufacturing Com- 
pany, Inc., Brockton, Mass., garrison at 
$3.37; one-half of 1 per cent for ten 
days. 

Chippewa Shoe Manufacturing Com- 
pany, Chippewa Falls, Wis., 7080 gar- 
rison at $2.99; 13,320 boots at $4.03; 
both net. 

Albert H. Weinbrenner Company, 


Milwaukee, Wis., 90,000 service at 
$2.44; net. 
Brown Shoe Company, Inc., St. 


Louis, Mo., 89,271 service at $2.34, 
45,000 at $2.38 and 44,271 at $2.42; 
25,000 garrison at $3.15; 15,000 boots 
at $3.89; all net. 





Round Table Talks 


MINNEAPOLIS — Round-table_ discus- 
sions of retailer problems will feature 
the coming convention of the Northwest 
Regional Shoe Retailers Association in 
St. Paul. 

Three outstanding addresses are on 
the program. That for Jan. 18 is to be 
announced. On the second day Madame 
Hamilton Jeffries, fashion editor of the 
BooT AND SHOE RECORDER, is to speak 
on “Fashions for Spring in Women’s 
Garments and Footwear,” with discus- 
sion to follow. On the final date, Jan. 
20, H. E, Standahl of Minneapolis will 
speak on “Simple Methods of Stock 
Control.” 

Special railroad rates have been 
granted for the convention from sev- 
eral states. Many lines of shoes will be 
on display. In cash prizes $200 will be 
awarded 10 merchants during the meet- 
ing. 

Subjects for round-table talks in- 


46 





Boot AND SHOE RECORDER 
combining THE SHOB RETAILER, Dee. 12, 1931 












HITTING THE HIGHS 








Too Tall 
for your 


Partner? 


Wear Macy’s new 


Dancing Sandals 
with 2 inch Heels 


Already « huge success! Heels high enough to be 
frecefal and low enough so willowy ladies needa't 
stoop to conquer. (Sandals dyed without extre charge.) 


Satin and point 
Teeprit fille. 


*7.94 











Satin and silver hid 
with o T strap 


5.04 








‘WOMEN'S SBOES—Sesvnd Fleer, Broadway Building 


MACY’S 


34th ST. & BROADWAY 











A dash of humor mixed with a mighty 

good selling argument made this R. H. 

Macy & Company, New York, ad a 
strong puller. 








clude the following: ‘How should re- 
tailers adjust price lines on women’s 
shoes to meet present-day demands?” 
“When should we buy style shoes?” 
“Getting a profit on the shoes we buy,” 
“Price and style tendencies in men’s 
shoes,” “Merchandising children’s 
shoes,” “How to cater to the growing 
girl,” “Are margins on nationally ad- 
vertised shoes sufficient to show the re- 
tailer a profit?” 


Sterling Assigns 


BuFFALo—Sterling Shoe Corp., op- 
erating a chain of 10 retail shoe stores 
in Buffalo, Niagara Falls, Rochester, 
Syracuse and other cities with execu- 
tive offices at 509 Main Street, has ex- 
ecuted a general assignment for the 
benefit of creditors to Charles Fitch of 
the Manufacturers & Traders Trust 
Co., and Adrian Block, an attorney. 

Irving Bauer, who was elected presi- 
dent of Sterling Shoes Corp. in Decem- 
ber, 1930, has been retained as gen- 
eral manager of the chain by the’as- 
signees. County Judge Frank Bret 
Thorn has authorized the assignees to 
continue the business for a period of 
60 days. 





New Shoe Store 


PHILADELPHIA— The Reading Shoe 
Market, Inc., trading as Mary Jane 
Shoes, has leased the premises at 204 
High Street, Pottstown, Pa., to be used 
as a retail shoe store. 




















or” Slipper Presents 


The Shoe of Tomorrow 


nds Sandals 


TRADE MARK 





With alert fingers on the pulse of 
style we anticipate the demand for 
“ventilated” footwear that will ar- 
rive with summer weather. Nudist 
Sandals—combining utmost grace 
and smartness with luxurious free- 
dom to sun and air—are the Tupper 
contribution to the great Style move- 
ment that is sweeping the world. 


Nudist Sandals comprise a complete 
line authentically styled and superb- 
ly made. Tupper steadfastly main- 
tains, thru all economic conditions, 
high grade quality for retailers who 
demand and sell only the best. 


See Nudist Sandals before ordering 
your spring stock. Here are the 
finest sandals you can offer your 
customers for quality and style. 





TUPPER SLIPPER CORP. 


25 Lafayette St. Brooklyn, N. Y. 
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WHERE TO BUY 


Children’s Footwear 
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MRS. ~imaaaies IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — infeney to 
four years! 


Danvers, Mass. 














Children’s Fine Goodyear Welt Shoes 


THE GILBERT see co. 
THIENSVILLE, 








PATENTED 


: MS HOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 



















High Grade 
Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


SHOE CO. 
@) CEDAR GROVE 
WISCONSIN 
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WHERE TO BUY 
Work Shoes 
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Ike Kempner 


LITTLE ROcK— 
Ike Kempner, aged 
60, one of Little 
Rock’s leading bus- 
iness men, and 
known all over the 
country as a prom- 
inent shoe retailer, 
died at Johns Hop- 
kins Hospital, Bal- 
timore, Md., Dec. 
3. Mr. Kempner 
became ill late in 
September but, af- 
ter a partial recov- 
ery, returned to his many business en- 
terprises. A few weeks later he went to 
Memphis for a physical examination 
and upon advice of doctors entered 
Johns Hopkins Hospital two weeks ago. 

Born in Little Rock, the son of Jacob 
and Sophie Kempner, he attended the 
public schools and at an early age en- 
tered the shoe business with his father. 
The Kempner shoe store, 418 Main 
Street, had its origin in that business. 
In 1901, Mr. Kempner became manager 
of the shoe department of the Gus 
Blass Company and in 1917 was elected 
treasurer, a position he held until 
death. 

Mr. Kempner was identified with 
many Little Rock business enterprises. 
He is survived by his wife, who before 
her marriage was Miss Stella Mendel 
of Hot Springs; his mother, Mrs. So- 
phie Kempner; a son, James Kempner; 
a daughter, Miss Enid Kempner; three 
brothers, D. W., A. J. and Melvin J. 
Kempner, all of whom reside in Little 
Rock, and a sister, Mrs. Albert Mendel, 
of Hot Springs. 

The funeral was held in Little Rock 
on Sunday, Dec. 6. 





Ike Kempner 





Mayer Nevin 


PITTSBURGH—Mayer Nevin, aged 50 
years, a well-known retail shoe mer- 
chant of the Northside, Pittsburgh, was 
stricken in his place of business, on 
East Ohio Street, on Nov. 25. He was 
taken to the Allegheny General Hos- 
pital, where death ensued the day fol- 
lowing. Interment took place on Nov. 
27. Mr. Nevin was widely known to the 
trade. He was unmarried. One brother, 
A. Nevin, survives. He has assumed 
charge of the business.. 





Charles Calhoun 


PoRTSMOUTH, OHIO— Charles Cal- 
houn, aged 34, a traveling salesman for 
the Selby Shoe Co., and who covered 
the States of Tennessee, Alabama, 
Georgia, and Florida, died suddenly in 
a hotel at Pensacola, Fla., Dec. 2. He 
was associated with the company for 
10 years and his home is in Plymouth, 
N. C. He attended the recent sales 
conference at the Selby factory here 
and was believed to be in good health. 
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John Dearborn Baxter 


New York—John Dearborn Baxter, 
for over forty years a well-known trav- 
eling shoe salesman in the New En- 
gland and New York districts, died 
suddenly Dec. 3, following an operation. 
He resided at 251 West Eighty-first 
Street. 

Mr. Baxter, who was 66 years old 
and came of Colonial ancestry, was 
born in Springfield, Mass., and began 
his shoe career as a boy with O. D. 
Moss & Company of Springfield, later 
going with the wholesale house of Cut- 
ler & Porter, also of Springfield. Then 
followed connections with Boston houses 
and a long association with the old 
firm of Lounsberry-Mathewson. He re- 
tired from this position about six years 
ago and recently has been engaged in 
the real estate business. 

For many years he was an active 


member of the Boot and Shoe Travelers _ 


Association of New York. 

A widow, the former Georgie Saw- 
yer, a brother, William G. Baxter of 
Hartford, Conn., and a sister, Miss H. 
Ella Baxter, also of Hartford, survive. 





Henry Lotz 


MapIson, IND.—Henry Lotz, who 
with his surviving brother has conduct- 
ed one of the oldest shoe stores in In- 
diana, died suddenly Thanksgiving 
Day. Born at Madison in 1853, Mr. 
Lotz remained there and learned shoe- 
making from his father. In 1890 he 
entered the retail business with his 
brother, Ben, and for 41 years their 
slogan, “Hen & Ben, the Shoe Men,” 
has been a by-word in southeastern In- 
diana and adjoining Kentucky. 





Isidor K. Kahn 


Da.Las—Isidor K. Kahn, active head 
for many years of the old Leon Kahn 
Shoe Company, founded by his father, 
died here in a hospital on Monday, 
Nov. 30, at the age of 58. 

“Bud” Kahn, as he was familiarly 
known, was a prominent figure in local 
mercantile circles and was well known 
in the country’s wholesale shoe mar- 
kets. Following the discontinuance of 
the Leon Kahn Shoe Company some 
years ago, he conducted a men’s high 
grade shoe store in the Adolphus Hotel 
here. 

He is survived by his wife, his father, 
Leon Kahn; a brother, J. L. Kahn, Dal- 
las, and four sisters, Mrs. L. J. Wert- 
heimer, Mrs. F. Koenigsberg, Miss 
Stella Kahn and Miss Florence Kahn, 
all of Dallas. Mr. Kahn’s father is one 
of the oldest citizens of Dallas and the 
oldest living merchant of the city. 





Dale Stout 


INDIANAPOLIS—Dale Stout, 53 years 
old, died Tuesday, Dec. 1, at his home 
in this city from heart disease. Stout 
was well known in the central states 
by all shoe dealers. Until about two 
years ago he sold the Hood Rubber 
Company’s line. 
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KNOWS? 


what they’ll be wearing 
in' the Spring of 1932? 








Be sure to see the authentic and advance 
Spring and Summer styles that will be on 
display at the N.S.R.A. Convention in 
Chicago early in January. 


This year, more than ever before, the 
shoe retailers of America should attend 
this convention, should exchange ideas, 
should collaborate in the furtherance of 


Special reduction in railroad rates by 
securing special certificate from railroad 
agent when purchasing transportation. 


this important industry. All committees 
making preparations for this convention 
report that the event in January will by 
far exceed any previous convention in 
attendance, in magnitude of ideas fur- 
nished, and in a generally well diversified 
program. 


Be sure you are there! 
For all Hotel Reservations apply to 


NATIONAL SHOE RETAILERS ASSN. 
8 South Michigan Avenue, CHICAGO 


21°" ANNUAL CONVENTION 


NATIONAL SHOE RETAILERS ASSOCIATION 
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WHERE TO BUY 
Dancing Sandals 
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DANCING SANDALS 
(ALSO USED IN GYM 


Se. ~ in , tan 
A made 





Red, me Green 
and Purple, 70¢. 


BROOKS SHOE MFG. COMP. 
Ritner and Swanson 8Sts., Putiedeiphia, 














WHERE TO BUY 
Ballet Slippers 








BLACK KID BALLET 


SLIPPERS is 
IN STOCK 
Ladies’ 2% to 8....cccececcesces $1.85 
Mienes” its CO Biccccccccccvccece 1.80 
Children’s 6 to 11........s+ss0%- 1.25 
Hard Toe $1.00 per pair Higher 
ROTH SHOE CO., Manufacturers 
50 N. 4th St., elphia 












~~ TOE DANCING SLIPPERS 
. IN STOCK 


Pink, White, 
Black Satin, $260 
Black Kid PAIR 

Sizes: eS, Faas J to i S Ladies 


Send ‘or Catalog and 
Agency Proposition 


le & SALLY THEATRICAL FOOTWEAR, Inc. 








244 West 42nd St., New York, N. Y. 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 
Dancing Shoes and Taps 
e_KENDALL’S .*°533/0"4" oe 


Style No. 11 Patent Lea. 
Women’s 2 to 8, B and C 


y $2. 
Misses’ {1 to 2, B and C 
$1.90 














a 
Extra” 


te Ne. 12 
Women’s 2 te 8, B and C 
Misses’ 11 to 2, B and C $1.65 


* KENDALL SHOE COMPANY * 














» ABOUT PEOPLE ¢ 





“Lou” Hart Joins Gray Bros., Inc. 


New YorK—L. C. (Lou) Hart, one 
of the best known traveling shoe sales- 
men east of the Mississippi River, has 
returned to his first love, women’s 
shoes, and is now vice-president and 
sales manager for Gray Brothers, 
Syracuse, N. Y., manufacturers of wo- 
men’s fine grade welt’ shoes. Mr. Hart 
is maintaining his office in Room 803, 
Marbridge Building, 47 West Thirty- 
fourth Street, New York. 

Mr. Hart, who spent the major por- 
tion of his shoe career as representa- 
tive of Krippendorf-Ditman Company, 
Cincinnati, with headquarters in New 
York, left the women’s end of the busi- 
ness in 1925 to take active charge of 
the Boyden Shoe Manufacturing Com- 
pany, Newark, makers of men’s shoes, 
of which he was president and later 
represented another men’s shoe con- 
cern,, 

When he decided to reenter the wo- 
men’s shoe business a couple of months 
ago, Mr. Hart spent considerable time 
and effort in investigating several dif- 
ferent lines and finally decided on the 
Gray Brothers’ line as being one in 
keeping with the tradition that Mr. 
Hart himself has built up. Gray 
Brothers, Inc., is one of the oldest 
quality shoe manufacturers in the coun- 
try and has consistently maintained 
quality standards over a long period of 
years. Mr. Hart brings to the com- 
pany a vast store of experience, mer- 
chandising and style knowledge and 
rare judgment. Together with Fred- 
erick Ayling, general manager of the 
company, who thoroughly understands 
the retailer’s problems, he will be able 
to furnish a high type of real service 
to Gray Brothers’ customers. 

Mr. Hart enjoys a wide acquaintanc- 
ship, not only among the country’s 
leading buyers, but among the shoe 
traveling fraternity. He was a char- 
ter member of the Boot and Shoe Trav- 
elers Association of New York, and has 
held office in the organization since its 
inception. He served as president dur- 
ing the trying war year of 1917 and is 
at present a member of the Board of 
Governors. He also has been active in 
the National Shoe Travelers Associa- 
tion and has held various offices in that 
organization as well. 


Marott Injured, Recovering 


INDIANAPOLIS — George J. Marott, 
who suffered from shock and bruises 
following an automobile accident a week 
ago, is reported improving. Mr. Ma- 
rott’s automobile collided with another 
car in North Meridian Street and at the 
time the accident was not considered 
serious. He arrived at his office but was 
found to be in a more serious condition 
than he realized and was taken to the 





HAVERHILL, MASSACHUSETTS 





Marott Hotel, where he is still confined. 
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Wants Radical Fashion Change 


Kansas City, Mo.—Arthur Glucks- 
man, manager of the I. Miller shop, has 
returned from a business trip to the 
East. 

Mr. Glucksman says that the shoe 
business is due for a change, and he 
believes it will come within the next 
year. 

“Shoe manufacturers and dealers will 
have to do what the millinery people 
did with the Eugenie hat—create an 
entirely new style that will make the 
women realize that their last season’s 
shoes are completely out of date, and 
they will have to get new ones. Not 
every woman who bought a Eugenie 
hat liked it. She bought it because it 
was the new thing, and the hat she had 
worn the season before would not do 
at all. 

“For too long a time women have 
been getting by with any and all kinds 
of shoes. Styles have changed, but 
there has not been a radical enough 
change. What we need is a complete 
upheaval in shoe fashions, so that the 
old ones will have to be discarded. Then 
every woman who is in the least style- 
conscious will have to buy. Such a re- 
adjustment will put new life into our 
business and will create interest on the 
part of consumers.” 





Record Sales Week for Bob Smart 


MILWAUKEE—E. C. Held, advertising 
manager for Bob Smart Shoe Com- 
pany, Milwaukee, states that the sales 
of this firm for the week beginning 
Nov. 23 were the largest in the history 
of the company. Sales recorded on 
Monday, Nov. 23, reached the largest 
total of any single day since this com- 
pany, which manufactures a snappy 
line of style shoes for young men, was 
organized. 

Mr. Held declares that this remark- 
able record is to be attributed to ag- 
gressive selling methods backed up by 
constructive advertising. 





Distributes Shoes 


HARRISBURG, PA.—More than 400 
pairs of new shoes, a gift, of the G. R. 
Kinney Company, to the city police 
were distributed by the police matron 
in an hour to needy persons requir- 
ing footwear. 





Factory Shoe Store Quits 


NEw CASTLE, PA.—The Factory Shoe 
Store at 112 East Washington Street, 
this city, suspended business, due to a 
new tenant taking possession of the 
building. The store was in operation 
here for the past ten years. 





Discontinues 


POUGHKEEPSIE, N. Y.—The Fair and 
Square shoe store, 221 Main Street, has 
discontinued business. 


_——————— 
> THE PURPOSE OF BUSINESS IS PROFIT 4 
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= In keeping with the spirit of the holi- 
id ; day season, B. Friedman offers this 
beautiful creation for evening and 

































ie 
. street wear. This Holiday Leader will 
a e 
do f} serve as the extra attraction to your cus- 
™ H tomers, again proving the supremacy of 
t ° ° 
- H B. Friedman Shoes. | In Stock for Immediate Delivery 
1 
“ ! 5621 White Faille Crepe, White Satin Saddle (Dyeable) 
“ed f $ 10 5637 Black Faille Crepe, Black Satin Saddle 
an i" . 5638 All Black Patent 
ie i a 5639 All Light-weight Black Calf 
e- Littleway Process, Silk French Cord, Flexible Onco Inner, 
ur f PAIR Kid Lined. 
he H AA, 5 to 8; A, 4% to 8; B, 3% to 8 
nu 


B. FRIEDMAN SHOE CO., INC. 


109 READE STREET EST. 1880 NEW YORK, N. Y. 
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on H b 
on | ow can you be 
m- CALL L 
Py sure you are Ouy- 
FOR 
s 
k- in Economical 
< Mr. Brown g 
y 
Time and again I am called to help S 9 
arrange schedules, tours or shop- . ea t | n g H 
ping expeditions. . point out places Medel No. 7480 
of interest and furnish directions... yo buy economical seating when A good lecling ehale priced 
00 arrange for the extras that give added you buy “American” Interlocking surprisingly low. 
: comfort to guests. Seating. Cost is no more in the beginning and less in the end. 
R. ; , lly and More chairs can be set up per square foot. That means lower 
ice Won't you write me personally an chair cost per square foot of floor space. Better service for more 
on let me know how we can be of extra customers. They are roomier, more comfortable, more inviting. 
ir- service to you? I will be glad to ar- Attractive coverings add a touch of color that buyers like. Before 
range the right you buy, let our designers and draftsmen suggest an efficient 
rooms and have Rates seating arrangement. Simply forward rough floor plan. 
& representative Sincl $2 00 
SONS ee “AMERICAN INTERLOCKING CHAIRS 
oe station, Double, $3.00 
et, 
r ig Y he FREE Send for your copy of 
he iis i uM . «ht 
a il ros, New Styles in Shop Seating 
. Managing Director A 32-page book of helpful seatin ummnetions. 
Si MOTE EL cype contin "Have i ready for reference when 
ou are rea t uy- oOo maiutle Tree. 
TEMES NN etic 
S WA . American Seating Company 
Make Seati Shoe St » Schools, 
q RE seagate mas eae 
Eyaet) Ge 1 Offi GRAND RAPIDS, MICHIGAN « 
=3 4ad Si, West = eee. NEW YORE ey ian (ree in All Principal Cines i 
4 RCA Radio in Every Room 
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WHERE TO BUY » ON THE SELLING END < 


News of the Travelers and Sales Activities 


Spats 


~- 


LONG PROFITS IN SPATS 
s Our best de 42 
oz. box cloth, cut 
extra high, retails 
Retail at $3 per pair in 
the better stores. 
Our price is $15 
per doz. All sea- 
sonable colors, in- 
cluding white. 


GOLD SEAL SLIPPER CO. 
722 Broadway New York City 
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BOND STREET 


colors. y 
aaa F radio advertising 
over a Columbia 


Supported by strong mer- 


chandising helps. attrac- 
tive packages, etc. Immediate delivery from stock. 
Write for samples. 


THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohio, U. S. A. 
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WHERE TO BUY 
Shoe Forms 
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| Jarry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 


OO a ee 


WHERE TO BUY 
Pullman Slippers 
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and ether a 
fa yy * of imported 
leathers in all colors. Packed tn different 
TIN CO. 


M. GUS 
113-116 Madison Ave., N. Y. 




















Plan for Travelers Convention 


The Chicago Shoe Club held a meet- 
ing last Saturday, Dec. 5, attended by 
fifty of its members and those who are 
members of the Chicago Shoe Travel- 
ers Association, preparing for the 
N.S.T.A. annual convention in Milwau- 
kee Jan. 8 and 9, following the N.S.R.A. 
convention in Chicago Jan. 4-6. 

The Shoe Club is a Mecca for trav- 
elers, and through the cooperation of 
the management of the Republic Build- 
ing maintains headquarters on the 19th 
floor, where meals are served, music 
from the radio enjoyed, all at a very 
low expense to the club in the way of 
rental. It is a great promoter of good- 
fellowship and understanding among 
travelers, many of whom bring mer- 
chant buyers up for meals. 





Kirby With Carter 


INDIANAPOLIS — Richard Kirby, for- 
merly traveling representative for the 
Endicott-Johnson Shoe Company, cov- 
ering Indiana, has resigned his posi- 
tion and accepted a similar one with 
the Carter Shoe Company, Nashville, 
Tenn., covering Indiana. He will make 
his headquarters in Indianapolis at the 








Indiana Shoe Travelers rooms in the 
Claypool Hotel. 





R. J. Jones in New Job 


MINNEAPOLIS—R. J. Jones has been 
appointed manager of the combined B. 
F. Goodrich Footwear Corp. and the 
Hood Rubber Products Co. northwest 
branch offices at 306 First Avenue, N. 
He has been in the business 18 years, 
is a native of New England and for- 
merly traveled for the Goodrich com- 
pany in New England and the New 
York lake district. He was branch man- 
ager for the Goodrich Footwear Corp. 
of Boston six years, and lately man- 
ager of the New York branch. He suc- 
ceeds A. S. Biesing, Hood branch man- 
ager, now merchandising manager for 
the companies in Chicago; also N. B. 
Lathrop, Goodrich manager, who has 
joined Gordon & Ferguson, Inc., in St. 
Paul. 


F. Naegele With E-] 


INDIANAPOLIS — Fred Naegele has 
been appointed Indiana representative 
for the Endicott-Johnson Shoe Com- 
pany. He was recently covering the 
same territory for the Peter’s Shoe 
Company. His headquarters will be in 
the Claypool Hotel, room 726. 
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Sandals Strong in Frisco 


SAN FRANCISCO, CAL.—The Fall and 
Winter months were heralded by local 
shoe stores variously as a “sandal sea- 
son,” an “alligator season,” a “sport 
shoe season,” etc., each declaration 
seemingly correct. 

As one example, the Frank Werner 
Company early in November ably pre- 
sented the “sandal season” argument 
for the states where “Winter” is usu- 
ally a mere word in the almanac: 

“What’s the answer to the ‘formal 
informal’ and the ‘informal formal’? 
The sandal!—and decreed for every oc- 
casion. It’s a sandal season, just as 
we predicted six months ago, for many 
reasons—first, the ‘formal informal’ ef- 
fect so necessary to the daytime mode. 
Second, the ‘informal formal’ effect so 
smart for after-dark frocks and ‘Sun- 
day nights.’ Third, the very formal ef- 
fect of the white mode and its pastel 
sisters with a glint of metal for the 
evening.” 


Walking Oxfords Good 


CuicaGo—A. J. Martin, Jr., of Mar- 
tin & Martin, finds spectator and walk- 
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‘ ing oxfords, especially a three-eyelet 


tie, very popular among his women cus- 
tomers. There is not much new in the 
demand for men’s shoes, he says. Blacks 
are still by far the more popular, with 
the semi-narrwo toe rapidly replacing 
the broad toe. 








DATES AHEAD 


Annual Convention, National Shoe Retailers’ 
Association, Chicago, January 4, 5 and 6, 1932. 

Annual Convention, National Shoe Travelers 
Association, Milwaukee, January 8 and 9, 1932. 

Boston Shoe Show, Hotel Statler, Boston, Jan- 
wary 11, 12 and 13, 1932. 

Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia, Jan- 
uary 18, 19 and 20, 1932. 

Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 
uary 18, 19 and 20, 1932. 

Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, Indiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 








> THE PURPOSE OF BUSINESS IS PROFIT 4 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Dec. 12, 1931 














TRUE PROPORTIONS 


TRUE ee) TRUE 
















When you use COORDINATED | ASTS 
and PATTERNS 


\ 
” 





Nature maintains the same proportions in the small, 
medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
| portions of the human foot in the successive sizes of footwear. The Co- 
: Ordinated Last and Pattern system is an outstanding shoemaking achieve- 
ment that gives to all sizes of footwear the best fitting qualities that genius 
can provide — True Arches, True Heel Heights, True Heel Treads, and a 


True Toe Spring. Uniformity of model appearance in every size means 





stronger style appeal. 


( 











UNITED LAST COMPANY + BOSTON «+ MASS. 


~ 
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WHERE TO BUY 


Bowling Shoes 
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BOWLING SHOES 
Style No. 265 Professional 
n-Stock 
$2.70 Model 






Right Foot— 
Rubber sole and 
rubber heel 
Left Foot— 
Buckskin sole and 
rubber heel 


BROOKS SHOE MFG. COMPANY 
Swanson and Ritner Streets, Philadelphia, Pa. 

















WHERE TO BUY 


‘Women’s Shoes 











CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














footwear for the entire family. 
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WHERE TO BUY 


Riding Boots 
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RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. 


Write for catalog. 











Enlarge Shoe Departments 


CANTON, OHIO—W. B. Erlanger, 
head of the Stark Drygoods Co., has 
announced with the opening of the new 
four-story unit of the store soon, foot- 
wear departments will be almost double 
their former size. New appointments 
have been added and larger stocks will 
be carried. The store merchandises 








The High Cost of Lost Sales 


[CONTINUED FROM PAGE 17] 


I might say that very few salesmen 
who come to us, no matter how capable 
or experienced they may be, have any 
idea of the art of making a turnover. 
That is the first thing we teach them. 

“To begin with they do not realize 
the great importance of the actual 
words used in introducing the second 
man. After much thought and experi- 
ence we have standardized upon the 
following words for the first man to 
use: ‘As a matter of service I feel sure 
Mr. Jones can find just what you want.’ 

“Of course, after a salesman has been 
with us a while he may vary that sen- 
tence to suit the occasion. But we 
absolutely rule out all the following 
expressions so commonly used: 

“‘This man has charge of the patent 
leather stock.’ 

“‘This man specializes in flat feet.’ 

“‘This man is more familiar with the 
stock.’ 

“Any of those expressions may fit 
the immediate situation. But suppose 
the customer comes in six months later 
and asks for the ‘man who has charge 
of the patent leather stock,’ or ‘your 
man who waits on all the flat feet.’ 
She then finds that was merely a trick 
phrase meant to deceive her. 

“As to the second man being ‘more 
familiar with the stock,’ the customer 
has a right to feel insulted at being 
deliberately told that the floor man 
gave her a greenhorn in the first place. 
From all angles it is very hard to 
improve upon ‘As a matter of ser- 
vice...’ Besides, that is the unvar- 
ished truth. 

“Furthermore, we insist the first 
salesman make his introduction in a 
clear voice while looking at the cus- 
tomer, not in a mumbled undertone 
while gathering up his shoes and beat- 
ing a panicky retreat. In order to 
grasp the situation the customer must 
hear plainly what is said. 

“And he must say it in a convincing, 
sincere manner far removed from that 
used by the average little boy saying 
grace at the table. Then we insist he 
disappear, taking his shoes with him. 

“Nor do we allow the first man to 
tell the second man what the customer 
wants. Nothing is more exasperating 
than to hear a turnover made thus: 
‘Mr. Jones, this lady wants an 8% AAA 
patent pump. Now we haven’t got it 
but maybe you can find what she wants.’ 

“It is highly important that the cus- 
tomer tell the second salesman what 
she wants. A large proportion of turn- 
overs are necessary simply because the 
first man has not really found that out. 
How can he tell the second man? 

“Assuming: the salesmen are com- 
petent, why should the first man miss 
a customer that the second one can 
sell? A sensible question. Speaking 
of our own store, our large stock is one 
reason. Suppose a woman asks for a 
brown walking shoe. We _ probably 


Cee 


have as many pairs of brown walking 
shoes as the average small store has 
total pairs. 

“There may be, say, thirty styles in 
her size. But if the salesman doesn’t 
locate just the right one in the first 
six shown, the seventh will be hard to 
sell. The second man may bring the 
right style at once and the deal is 
closed. 

“Another reason for turnovers is our 
long range of prices. On the main 
floor we have women’s shoes from 
‘popular prices’ on up to the very 
finest, then cheaper ones yet in our 
basement. The first salesman, taking 
off a $15.00 shoe, may size her up as 
wanting another at that price—and 
she may not care to tell him otherwise. 

“After working with her on high 
priced shoes a while it is hard for him 
to bring out cheaper shoes and refute 
his own previous arguments. The 
second man may size her up differently. 
bring out a $7.00 shoe and it’s a 
wrap up. 

“When a customer says to the floor 
man, ‘I want a pair of shoes,’ I think 
we have a right to take her at her 
word—that she really wants a pair of 
shoes and wants to buy them from us. 
If later she says, ‘I guess I’ll look 
around,’ it does not indicate she has 
changed her mind but rather that the 
salesman has not shown the right pair, 
or has not advanced the right argu- 
ments or did not have the right per- 
sonality. 

“If the second salesman can supply 
the element lacking in the first, then 
we have done a real service to the cus- 
tomer by turning her. It all depends 
on how it is done.. Two salesmen can 
often do a better job than one. Two 
can also bungle the job worse than 
one. There is a subtle art in making 
satisfactory turnovers.” 

Another old time merchant states: 
“All this new-fangled talk about pres- 
tige is likely to becloud the main point. 
There are many things that build good 
will, but the most powerful factor is 
that of actually getting a customer to 
buy a pair of shoes and wear them. 
If turnovers accomplish that, they 
should be us 

An additional argument comes from 
a salesman on the floor, who says, “I 
seldom fail to sell customers turned to 
me by certain of the boys, but usually 
miss those turned over by some of the 
others. Too often it is because the 
first man really hates to see his turn- 
overs sold, and he reflects that attitude 
when introducing me. 

“I admit some credit is due me when 
I sell a turnover, but I insist a greater 
amount of credit is due to the man who 
makes his turnovers in such a genuinely 
sincere manner that it paves the way 
for easy selling on my part. When I 
have occasion to turn one that’s the 
way I try to do it.” 
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IN CHICAGO 


World’s 
Tallest Hotel 
46 Stories High 


LEONARD HICKS 
Managing Director 





The extra attention given to the needs of guests 
will favorably impress you. Nearest to stores, 
offices, theatres and railroad stations. Each 
guest room is outside with bath, circulating ice 
water, bed-head reading lamp and Servidor. 
Housekeeper on each floor. Garage facilities. 


2500 ROOMS $3.00 UP 


MORRISON HOTEL 


Madison and Clark Streets CHICAGO 




















COME TO READING 


you will be delighted to visit the many 
spots of historic interest in this famous 
industrial centre. 


Make your headquarters at 
this Modern, Fireproof Hotel 


300 ROOMS 
RATES: $2.00 to $3.50 


Restaurant and Coffee Shop 
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$3,000 RIN 
found in bath tub 


sg departing guest was frantic: A 
$3,000 diamond ring lost — and he 
couldn't wait to look for it. With agony 
in his voice, he called the United Man- 
ager. Three hours go by. The guest has 
gone, but the manager is still on the job. 
A wild idea—the Manager pokes a 
flash-light down the bath tub drain — 
there’s a faint sparkle—plumbers arrive, 
the drain gives up a $3,000 ring. 

Another true story proving that United 
Managers do the impossible in finding 
lost articles. This extra service costs the 
hotel money? Yes, but what of it. Extra 
service is taken tor granted at United 
Hotels, just like larger rooms per dollar 
—and handy garage accommodations. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY'S on/y United ... . The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
SUMUTIE WAG 6 0 65 Sei cccccennee The Olympi¢ 
WORCESTER, MASS.........-20000- The Bancroft 
HEWANK, Ne Jo ci ccccccccvcces The Robert Treat 
PATERSON, N. J.....-- The Alexander Hamilton 
TRENTON, Ni J... os ccscccccee The Stacy-Trent 
HARRISBURG, PA. ...----+-+- >The Penn-Harris 
MBMEE TE Gav a 6 ko occccccsecses The Ten Eyck 
SUMACUEE, Me Ye 60 5c cess cccces The Onondaga 
ROCHESTER, N.Y. «..--+-eeeeeeeeee The Seneca 
NIAGARA FALLS, N.Y... +. 0-2 eeeee: The Niagara 
WRB Bo ees cick ckccecccacene The Lawrence 
AKRON, OHIO. .....-+--sseeeeeees The Portage 
WRIT, MIGES 6 6c c ceccccccicecccsce The Durant 
KANSAS CITY, MO. ....----++-0+ The President 
TUCSON, ARID: «<6 6c ccccesccse El Conquistador 
SAN FRANCISCO, CAL. .......-++ The St. Francis 
SHREVEPORT, LA. ....- The Washington-Youree 
NEW ORLEANS, LA. ....-.-0ee00e The Roosevelt 
NEW ORLEANS, LA. .....---2000- The Bienville 
TORONTO, ONT............+ The King Edward 
NIAGARA FALLS, ONT. .........-6-5 The Clifton 
WINDSOR, ONT. ........... The Prince Edward 


KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


——ai>— 

















MAKE YOUR XMAS} 


Do You Ever Wonder What Your ‘% 
Window-Shopper Is Thinking? 


You can double the pulling value of your windows with Recorder 
Display Cards and Price Tickets, because they guide the think- 


ing of your window-shopper. 


People don’t buy until they want or need your merchandise. 
Appeal to that want on a basis of service, quality, personal satis- 
faction with the purchase. So-called cut prices, bargain prices, 
sales prices (except for broken sizes) have the effect of creating 
doubt as to the value offered in your window-shoppers’ minds. 








: a. 
full seasons 











Women do compare values, usually in three stores—and the 
“cheapest” doesn’t get more than a 50-50 break. An even bet ie 
is no bet. 
~ Make your merchandise attractive in display—use Recorder ow gla pointe pon ah oe 
cards for color and to talk your store service—and your businss 7 x 12 
‘ll i DECEMBER CARDS 
will improve. Complete Texts 
were ; sent on request: 
. . . . . ’ 
Each month’s set of cards is colorful, artistic, with die-cut top, ; —e eee, Seow 
with hand-lettered selling messages, making it comparatively a 1 card—Children’s Shoes 
simple matter to make the window trim fairly alive with your Z — oe ey il Saetbins 
hearty invitation to come inside. Fusing, Quality, etc. M 
Single cards—60c. eac 
Recorder Show Cards double the value of your window dis- Without text—35c. each. 
lays! Special Introductory Service 
site 3 cards, with blank tickets 
Complete Service Sent on Request for Inspection and Trial ly without card holders $1.50 
per month 
Attractive, 
Colorful 
Hand-Lettered 
Price Tickets 


In all denominations 
and blanks 
D—Modernistic 3-Way, two- 

tone, Purple with gold 

edge or red with black 

edge, on white. 

6 dozen, $1.50 

12 dozen, $2.50 
All other price tickets illus- 
trated are in two or more 
colors, except ‘‘H,’’ which 
is plain bui 


6 dozen, $¢:55 

12 dozen, $1.50 
J—Adjustable clips for price 

tickets. 


% gross, 75 
1 gross, $5.00 
K—Shoe Carton Tickets 


$259 per 500 
50 per 1000 








MANY OTHER 
PRICE TICKETS 
IN STOCK 





ALSO: Profit Charts Daily 
Stock Record, and Financial 
Record Systems. Ask for 
Samples. 


Check with Order— 
Please 


For odd price ticket denom- 
inations not in stock and 
hand lettered, 15c per dozen 
additional. 


FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
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Annual Display Card 
Service includes: 


“Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. 


Cards, with wording as 


Special 
wanted. 
Exchange of Cards: Annual card ser- 
vice subscribers may exchange any 
cards received for others of the cur- 
rent month whose texts better cover 
their merchandising program. 


Price Tickets: Blank tickets match- 
ing the current month’s cards, sup- 
plied free; neat tickets with prices as 
wanted, but which do not match the 
show cards, also supplied annual 
card subscribers free tickets with 
prices as wanted which match the 
cards are 50c per 100 additional. 


Exclusive Franchise is given with an- 
nual card service to one merchant in 
an average size town, suburb or city 
shopping center. 


Select the 
Service You Wish— 
Then Mail Coupon. 





base—3 color festoon 


YOUR CHOICE OF HOLDERS 
Gold and Black frame and Oval base—burnished gold— 


4 





12 hand designed cards each month, each 


Service with different sales messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
No. 1 100 blank price tickets to harmonize with 
$5.00 service cards each month (or with prices im- 
printed, selection of prices as wanted, 50c. 
Monthly per month additional). Also 6 card holders 
with first month’s service. 
Service Service 
No. 2 8 cards No. 3 6 cards 
$ 4.00 100 blank price tickets $3.00 50 blank price tickets 
Mon thly 4 card holders Monthly 2 card holders 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 


Republic Bldg., Chicago, Il. 


TRIM PROFITA 





3 color trim 


Either holder harmonizes with the finest of window display 
fixtures. 


COUPON 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year, 
consisting of cards, each month and 

art card holders, with the first month’s service, be- 
ginning with cards for December for which we will 
pay % per year, payable $ per month. 
For cash in advance full year’s service, 5% discount. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 


$ $ $ 











Store Name .. 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WET. 2 wt te 






























































SALESMEN WANTED SALESMEN WANTED FOR LEASE 
Y OUNG ge acon Da to ae om lines of 
$ : : h i uthern io wit incinnati as 
Very desirable territories open PE. samo ne well as the state of Kentucky. SP ACE TO LE ASE 
for high d 1 n with Apply with particulars as to selling record and 
or high grade salesme \ | 
° d ive references. DIAMOND SHOE CO., 139 on Main Floor, for a Ladies’ Shoe De- 
established trade to casty our uane Street, New York, N. Y. partment, price range from $3.95 to 
line of Men’s and Ladies $7.50, in a high grade Department Store, 
: in Trenton, N. J. For further informa- 
leather, felt and satin house LINE WANTED a ne te a no 
slippers. Highest commission Trenton, N. J. 
paid. 1932 samples now ready. POPULAR PRICED LINE women’s novelties 
° icul, or Girls sport oxford line for California. 
Write full particulars. Straight commission, write FRED LEIGHTY, 
FEDERAL SLIPPER CO. 631 Twenty-thir treet, acramento, ali- ; 
387 4th Avenue, New York City fornia. SPECIAL TRAIN N. S. R. A 
WANTED —For So. California — pie 
ales- 





Priced Line of Shoes by Experienced 


ya - plaints aidlaaas SPECIAL TRAIN 
N. S. R. A. CONVENTION 




















SS eae ee INE WANTED for parts of Pennsylvania, 
iced li tJ nil 7 ad Grow- Maryland, Virginia and West Virginia. i Co. I 328 
Priced line of Juvenile an Now traveling for jobbing house covering same Municipal Shoe »., inc., 
ing Girls Shoes. Applicants must territory. Can profitably add manufacturers Boerum Street, Brooklyn, nN. YG 
have had recent experience in sell- line. Address C-716, care Boot & Shoe has arranged for a Special Train 
ing juvenile footwear on the road. Recorder, 239 West 39th Street, New York, EY ty f he Chi 
In replying give full personal and Ny ¥, from New York City for the Chi- 
business information; otherwise re- as ” cago Style Show—January 4th to 
ply will not be considered. Address WANTED: Short side line. Boys’ shoes pre- 7th 
C-718, care Boot & Shoe Recorder ferred. Popular price. States of Illinois, . 
239 Ww t 39th Street, N York, Ohio and Indiana. Address C-722, care Boot This train known as the SHOE 
N.Y oe ec, Wwew , & Shoe Recorder, 239 West 39th Street, New SPECIAL is for shoemen and 
este Ken hed leathermen; special rates for round 
re. Vine gh mage = Large — trip and meals. 
ment an ain Store experience. out F 
i or further information phone 
IDE LINE INFANTS’ PREWELTS and Middle States. Address C-721, care Boot ski 5-6962—6963 or write above 
AVAILABLE for men with established trade. 4, Spee, Reforder, 239 West 39th Street, New —_ address. 





Stock proposition. Liberal commission. Old 
established house. Address C-592, care Boot & 
Shoe Recorder, 239 West 39th Street, New 


York, N. Y. 
SUPERINTENDENT WANTED FOR SALE 









































SALESMAN wanted to carry side line In- 

fants’ Prewelts. Reply with references. Ad- et ee ee 
dress C-679, care Boot & Shoe Recorder, 239 e 9 FoR SALE—Established Shoe Store in good 
West 39th Street, New York, N. Y. Sli er Factor Su t town of 17,000 inhabitants, 85 miles S. W. 

pp y p oj ota pee to De ed cash on pacount 

IDE LINE that goes great in every shoe and Large successful (Brooklyn, N. Y.) manufacturer ry Se at mee ae eee ace 
S chain store. Prefer men who contact ladies’ employing over 250 workers, making soft sole, silk po Ron , 4 & Shoe Recorder, 239 West 
shoe stores. Goad commission basis. Address ae oe ee slippers, requires a highly com- d hihi 
C-717, care Boot & Shoe Recorder, 239 West TR en ee, ee 
39th Street, New York, N. Y. He must be thoroughly familiar with every oper- 

° J ation in the making of better made popular priced W ANTED TO PUR CHASE 

SATSMEN pasted to cory 5 comets Hes Ul Saaest cl getieny emis wa ee 

of quality work shoes and high tops. Old ' position with rep- 
established — a a prices Straight p< saor Begone ine nee — a YOUNG MAN wishes to buy shoe store. 
commission basis : enty of good ter- : Will if price is right. A 
ritory open. Address C-719, care Boot & Shoe Bex 663, Renlsorvies, 15 East 40th, W. Y. City. C724, a ae S Ss rng ats 289 Wen 
Recorder, 209 South State St., Chicago, Illinois. 39th Street, New York, N. Y. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. ( 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&@ Advertisements for this page muSt be in our New York office on Friday of the week preceding publication. “Ga 
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PPT een 











POSITION WANTED 


POSITION WANTED 











Nationally known former manufacturer of Brook- 
lyn bench shoes is now available as Stylist and Sales 
Representative for progressive out of town or 
nearby shoe factory. He has large customer follow- 
ing and does not object to travel. 

Write S. G. KRIVIT 

New York Manager 


Boot and Shoe Recorder 
239 West 39th St., New York 








SALESMAN AVAILABLE—Man, 32 years 
old, experienced in Work Shoes, Men's Dress 
shoes and Rubber Footwear. Good following 
in Western New York. Am dissatisfied with 
present house. Address C-715, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


As REPRESENTATIVE of Ladies’ Shoe 
Line; connected over ten years with high 
oe 4 manufacturer, excellent reference. New 
ork connection preferred. Address C-714, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





REDIT MANAGER OR ASSISTANT— 
Female. Thoroughly experienced in domestic 
and foreign credits and collections, also expert 
Secretary. Collection work considered  un- 


equalled. Desires connection owing liquidation ‘ 


present firm. High class references. Address 
C-723, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BUYER OR MANAGER. Capable of in- 
creasing business. Know shoe game, all =e 
kets from A to Z. Al references. S SHANE, 


5336 Greenwood Ave., Chicago, III. 











WANTED TO PURCHASE 








We wan pay the best eat, patse fer 
general ae ae or “Se 
etores. 5 
Pheae - Write - 
All matters strictly confidential. 
I. SIMON CO. 

101 Reade St., New York Gry 
Phene Worth 32-5922 Bet. 














We will buy from manufacturers, 
Jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 

KIRSCH-BLACHER CO., INC. 
590 Broadway New York 


Phone CAnal 6-4298 and 4299. 














MERCHANTS’ NEEDS 








EB or Your Windows 
i —— Fe Displays and 
Backgrounds 


Foils, Flitters, Valances, Kes aiartal, 
Grass Mats. Send for Faney Paper raging 


DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 

















New Alliance Department 


ALLIANCE, OHIO—Spring Holzwarth 
Co., largest department store here, held 
its formal opening recently of its new 
store erected on the same site where 
more than a year ago its store was 
razed by fire with heavy loss. Among 
the new departments of the new store 
is a footwear section, which is featur- 
ing merchandise for the entire family. 
It is located in the downstairs store, 
an innovation with the store in its new 
home. 





Boor anp SHOB 
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Balancing the Nation’s Budget 
[CONTINUED FROM PAGE 19] 


We have seen above that taxing 
goods means taxing services. If the 
retailer is taxed, say, % of 1 per cent 
on his sales, there are included in this 
charge such items as rent, capital, ad- 
vertisement, interest and the like. In 
other words, the hard-struggling re- 
tailer has to accept another tax on 
goods and services while more pros- 
perous business enterprises, plants and 
factories, hotels, theaters, banks and 
others would hardly feel the tax at all. 
Does this sound like fairness to the 
small business interests of the coun- 
try? 

And let us not forget the general 
public; a retail sales tax would raise 
the price of things absolutely essential, 
bread and shoes, medicine and clothes. 
Non-essential services, however, such 
as those rendered by the actor and the 
waiter and the commission-man, would 
go tax-exempt. Again, the public would 
be holding the bag, at least for the 
time being. This is the retail sales tax. 


A sales tax, either retail or general, 
is therefore unjust to the overwhelm- 
ing majority of the American popula- 
tion. A fair principle of taxation makes 
for proportionately equal distribution 
of taxes among the earning classes. 
As we have seen, the proposed sales 
tax turns the principle around and 
charges the middle and working classes 
at a considerably higher rate than the 
well-to-do classes. Just taxation does 
not lean on what a man spends, be- 
cause there are no great differences in 
the cost of clothing, food and shelter; 
at least, such differences as there are 
cannot be compared with those existing 
between* the various income groups. 
Just taxation rather leans on what a 
man receives, because it is here that 













the principle of equalization in tax bur- 
den can most effectively be applied. 

According to this principle, which is 
not only one of economic soundness, 
but, more so, one of justice to all, a 
sales tax should not be introduced be- 
fore the larger incomes have been pro- 
portionately taxed. Today, these larger 
incomes are far from adequate taxa- 
tion. There are a hundred ways in 
which the wealth as well as the in- 
come of the upper brackets find a se- 
cure hiding place. There are many se- 
curities which are tax-exempt. Most of 
the large corporations write off large 
capital losses, thereby saving so much 
in taxes. And numerous other instances 
could be given to show that there can 
be no talk of adequate taxation of 
either wealth or of large incomes. 

At any rate, let it suffice to say that, 
while the necessity for wider taxation 
is acknowledged, it does not mean that 
we have to go into the other extreme 
by taxing the very foundation of Amer- 
ican business, namely sales. Naturally, 
between the two extremes (the large 
basis of a sales tax on one side, and 
the narrow basis of the present income 
tax on the other side), there is a va- 
riety of ways and means in which to 
produce increased revenue without ex- 
cessive or unjust taxation of either one 
or the other. The most logical way 
points to the higher brackets. 

It is not meant to say that our mil- 
lionaires should be taxed “all that the 
traffic will bear.” Far from it; for the 
wealthy class happens to be the same 
group from which many of our leaders 
in industry, finance and commerce are 
recruited. This class is responsible for 
much of the development and progress 
on which this country prides itself. 
This class, too, represents a most def- 
inite and important part in the eco- 
nomic structure of the United States. 
To tax it to the limit would be equiva- 
lent to robbing its members of their 
greatest assets, initiative, incentive and 
ambition. After all, most of us would 
not reject the privilege of being one of 
them. 

It is, however, meant to protest a 
tax—the sales tax—which is so incon- 
gruous and one-sided in its effect and 
which in reality signifies a greater bur- 


‘den on those classes which can ill af- 


ford such added pressure: the middle 
classes. The need is for increased tax- 
ation. A greater need is for propor- 
tionately equal distribution among the 
earning classes. A sales tax is dia- 
metrically opposed to such equalization. 
It should, therefore, not be adopted. 





Charles Co. Buys Hirsch Store 


BRYAN, OHIO— The Charles Co., 
which operates retail shoe stores in 
Bryan, Napoleon and other towns in 
northwestern Ohio has purchased the 
B. F. Hirsch Shoe Store, located on the 
Public Square. The new owner will 
hold a special sale to sell out the pres- 
ent stock, and after the first of the 
year will stock it with a new line of 
merchandise. 








Warner Spats 


Nicely Designed 
Good Material 
and Workmanship 


Perfect Fit 


Popularly Priced 
Prompt Shipment 
from Floor Stock 


Spat S; 
317 Sycamore St. 









The W. W. WARNER MFG. CO. 


Cincinnati, Ohio 








Sandal Vogue Emphasizes 
Shoe Linings 
[CONTINUED FROM PAGE 34] 


and sandals. In the former they are 
conspicuous by their absence—that is, 
unless their maker has learned the 
trick of reversing the usual lining so 
that the flesh side is on the inside of 
the shoe, giving needed substance to 
the shoe without sacrificing the un- 
lined appearance. 

Some may prefer not to deviate from 
past policy and practice as to linings, 
but certain it is that they will find it 
necessary to equip the new open types 
of shoes with linings that will with- 
stand the scrutiny of American women. 
And many smart in the ways of Fash- 
ion will find one or more of the new ef- 
fects a definite sales help in a period 
when value and greater value is the 
constant demand. 

Many of the smartest evening san- 
dals are styles with gun metal black 
kid linings. The effect is most unusual 
in bright red green and in some of the 
pastel tones. Dark brown shoes are af- 
fecting beige with brown dots or darts, 
sometimes scrolls or cube lines. In 
some of the blues and blacks jack rab- 
bit gray with a decided brown tone is 
important in high grade lines. 


Won Window Prize 


Kansas City, Mo.—Third prize in a 
window contest through the week of 
the American Royal Livestock and 
Horse Show was won by the Peacock 
Shoe Shop. The amount of the prize 
was $20. 

The contest was sponsored by the 
Merchants’ Association, the only condi- 
tion being that the displays should tie 
up with the American Royal, either in 
merchandise or decoration. The Pea- 
cock’s window display consisted of sil- 
houettes of coaches to which were har- 
nessed high-stepping horses, supple- 
mented with evening slippers and other 
shoes suggested as suitable for wear to 
the Horse Show. 

Diamond Brothers won first prize of 
$40, and Harzfeld’s second prize, $30. 


The 


ufacturers who because of the impos- 
sibility of keeping a model cutter con- 
stantly occupied, depend entirely on 
the pattern organization for this ser- 
vice, but with anything like a fair out- 
put, the factory model cutter can earn 
his salary many times over in quickly 
detecting and correcting construction 
difficulties. One very important func- 
tion of both the factory and pattern 
shop model cutter is the matter of con- 
struction analysis of the pattern with 
particular reference to the use of dies, 
‘It seems most peculiar that although 
the modern shoe pattern organization, 
qualified to give this sort of comprehen- 
sive service in addition to the technical 
work of model cuttings, has displaced 
almost all of the antiquated machinery 
and methods of the old pattern shop, it 
still continues to obtain its revenue from 
the sale of the finished patterns which 
it manufactures in sizes and widths 
and from which the case lots of shoes 
are cut. It is strange that this custom 
should continue to operate when a com- 
paratively small percentage of the cost 
of patterns is represented by the actual 
production of this commodity, while the 
largest percentage represents the cost 
of rendering a comprehensive style ser- 
vice and also a limited model service. 

We must not underestimate the im- 
portance of an efficient bound pattern 
service but we cannot forego the oppor- 
tunity to stress this most glaring in- 
consistency in the present economic set- 
up of the shoe pattern industry, where- 
by pattern organizations are deliver- 
ing to the shoe manufacturer, abso- 
lutely free, something that represents 
the major part of their cost. 

Almost all the patterns used now in 
cutting of case lots of shoes are made 
of a heavy cardboard about % inch 
thick, which board is prepared by spe- 
cialty paper mills for this purpose ex- 
clusively. As soon as the paper models 
are prepared and the widths graded, 
they are duplicated in iron master 
models and these irons are fastened on 
to the model plate of a power grading 
and cutting machine, which grades and 
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239 West 39th St. 











New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once 
delivery of the new and revised Shoe and 
Leather Lexicon. 
the trade is in its sixth edition, over 100,- 
000 copies now in use. 


This handy book of 


Price 50 cents. 


Boot and Shoe Recorder 


New York, N. Y. 


Part That Pattern Plays 


[CONTINUED FROM PAGE 38] 


cuts out the sizes in just the right 
measurements to fit the different sizes 
of lasts. - 

This machine (in most factories the 
Charles E. Reed machine) will produce 
an absolutely uniform. pantograph 
grade, or by use of several. shifting 
devices will restrict or increase the 
grade in places where desired. It is in 
connection with this operation of grad- 
ing that the proper balance and pro- 
portion of the sizes of shoes from 1 
AAAA to 10 EEE is either preserved 
or lost. The grading and cutting is 
followed by trueing and stamping of 
sizes. Then the cardboard pattern is 
edged with either brass or steel and 
soldered and finished. In cases where 
the design is too intricate to be made 
into an edged pattern, iron or zinc is 
used. 

In conclusion, if the manufacturer 
has selected a shoe pattern organiza- 
tion that can give him an authentic 
style service and shoe fashion counsel, 
and furnish him with a wide enough 
range of exclusive style ideas, and if 
this same organization can assjst him 
very materially in his model cutting 
and factory construction problems and 
can grade these perfected samples into 
well proportioned extreme sizes, and if 
he secures the necessary equipment in 
all sizes and widths, then the merchant 
will receive from him shoes with style 
and fit that will have the maximum of 
consumer acceptance, guaranteeing to 
the retailer the maximum in profits. 


Tariff on McKays 


[CONTINUED FROM PAGE 32] 


mission published a summary showing 
the average weekly wages paid to Bata 
company workers, as follows: 

Skilled workers over 21 years of 
age, $15 (United States money); un- 
skilled workers over 21 years, $12; 
skilled die cutters, 18-21 years, $10.50; 
youths, skilled, 15-21 years, $7.50; 
youths, unskilled, 15-21 years, $6.50; 
women, skilled, over 18 years, $9; 
women, unskilled, over 18, $7.50; girls 
under 18, $6. 
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BUSINESS CHANGES 


DISTRICT OF COLUMBIA — Washington — 
Mrs. Lena Eleson (Mrs. Meyer Eleson) (1834 H 
~ N. E.); boots and shoes; succeeded by Harry 

ubin. 

LLLINOIS—Waukegan—Mansfield Shoes, 
(11 N. Geneseo St.); boots and shoes; 
authorized capital $5,000. s 

KENTUCKY — Lancaster — James W. Smith; 
boots, shoes, etc.; sold or closed out business. 

MAINE — Springvale — Springvale Shoe Co., 
Inc.; manufacturers; reported moving to 
Auburn, Maine. 

MASSACHUSETTS—Boston—Brighton Family 
Shoe Store (857 Washington St., Brighton) ; 
boots and shoes; H. E. Ackerman succeeded by 
James S. Lerman. 

Ida Fineberg (wife of Philip) (Philip’s Shoe 
Outlet) ; boots and shoes; filed married women’s 
certificate. 

Salem—Royal Shoe Mfg. Co.; recently com- 
menced business. 

NEW HAMPSHIRE —R 
Bros.; boots, shoes, etc. ; 
dissolved. 

NEW JERSEY—Newark—Gus R. Rosenblum 
(82 Broadway); boots and shoes; succeeded by 
Rosenblum, Inc. 

Zaitz Shoe Co., Inc.; boots and shoes; recently 
ines —_ 

ldwood—Aldine Shoe Shop; boots and shoes ; 
me incorporated. 


Inc. 
ine. 


——" 


— Fei 
reported tha rons vn 





NEW YORK—Brooklyn—F. S. Kauder Shoe 
bin gua boots and shoes; recently incor- 
porat 

Flushing (L. I.)—Martin Marecek (156-10 
Nassau Blvd.) ; boots, shoes, etc.; reported selling 
or sold out. 

Freeport—Nassau Shoe & Hat Service, Inc. ; 
boots, shoes, etc.; recently incorpora 

New York City—M & S Shoe Sales Corp. ; 
boots and shoes; inc. authorized capital $10,000. 

Syracuse—The Syracuse Salon of I. Miller 
Co., Inc. ; boots and shoes; recently incorporated. 

OHIO — Cleveland — Famous Footwear, Inc. ; 
boots and shoes; inc. authorized capital $50,000. 

Dayton—Sol Margolis & Co., Inc.; boots, shoes, 


etc.; recently incorporated. 

Sidney—Harvey Clothing Co.; boots, shoes, 
etc. ; reported liquidating. 

Zanesville— Sam. Z. Zwelling, Inc.; boots, 


shoes, etc.; recently incorpora’ 
PENNSYLVANIA — Philadelphia — Charles 
Silver, Inc. ; i anes shoes, ete; inc. authorized 
capital $50,0 
RHODE ISLAND—Pawtucket—Abish & Barry, 
Inc.; boots and shoes; recently incorporated. 
Providence—White Shoe Store (287 Broad St.) ; 
boots and shoes; business certificate filed bp 
Chas. H. Fish. : 
WISCONSIN—Madison—William Stein (Uni- 
versity Ave.); boots and shoes; reported sold 
out to N. Sweed 





FAILURES, EMBARRASSMENTS, Etc. 


ARIZONA—Nogales—William Tidwell; boots, 
shoes, etc.; reported assigned. 

ARKANSAS—North Little Rock—F. & . I. 
Goldberg; boots, shoes, etc.; reported petition 


in bankruptcy. 

CALIFORNIA — Fullerton (also branches) — 
R. L. Menasco, Inc.; boots, shoes, etc.; ex- 
tension granted. 

Los Angeles—Star Shoe Co., Ltd.; boots and 
shoes; reported petition in bankruptcy. 

CONNECTICUT — Meriden — National _ Boot 
Shop; boots and shoes; reported offering to 
compromise at 20 per cent. 

FLORIDA—St. Augustine—Morgan’s Bootery, 
Inc.; boots and shoes; reported petition in 
bankruptcy. 

GEORGIA — Waycross — M. Jacobson; boots, 
shoes, etc.; reported petition in bankruptcy; 
reported offering to compromise at 25 per cent. 

ILLINOIS—Desplaines—Arthur O. Schuette 
(“Desplaines Bootery”) (1496 Miner St.) ; 
and shoes; reported offering to compromise at 
16 per cent. 

INDIANA — Indiana Harbor — Louis Gotman 
{87114% Main St.); boots and shoes; reported 
petition in bankruptcy. 

Margolis Wear Store, Inc. (3618 Main St.) ; 
boots, shoes, etc.; reported offering to com- 
Promise at 25 per ‘cent. 

Richmond—Brockman & Kreimeier (708 Main 
St.) ; boots and shoes; reported offering to com- 
promise at 25 per cent. 

KENTUCKY — Louisville — Philip Wolfson 
(1023 S. 18th St.); boots, shoes, etc.; reported 
petition in bankruptcy. 

MAINE — Dexter — Edward Mountain; boots, 
shoes, etc.; reported petition in bankruptcy. 

MASSACHUSETTS—Amesbury—A. J. Ander- 
30n, Inc. ; shoe manufacturers ; reported assigned ; 
reported called meeting of creditors for Nov. 30. 

Lowell—Louis Dedousis (“Royal Shoe Store’’) ; 
boots and shoes; reported petition in bank- 


ruptcy. 

Salem—Naumkeag Shoe Co. (‘Liberty Shoe 
Co.”); boots and shoes; reported petition in 
bankruptcy. 

Somerville—John J. Tobin (327 Somerville 
Ave.); boots and shoes; reported sesigned ; 


reported called meeting of creditors for D 
Springleld—Frank Aronstam (681 Dwight “St. yi 
boots, shoes, etc.; reported assigned. 
Worcester_—Louis Caplan (Trumbull Shoe Co.) ; 
boots and shoes; reported assigned. 
MICHIGAN — Hamtramck — Samuel Selman 


(10314 Joseph Campau Ave.) ; boots and shoes; 
reported petition in bankruptcy. 
Pn ey M. Yocum; boots, shoes, etc. ; 
ported petition in bankruptcy. 
*eMINNESOTA — Minneapolis — Meyer Kahner ; 


boots, shoes, etc.; reported petition in bank- 
ruptcy. 
MISSOURI—Bolivar (also Aldrich)—Palmer 


Dry Goods Co.; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Excelsior Springs—S. G. Johnson & Sons 
(“Geo. J. Johnson”); boots, shoes, etc.; re- 
ported petition in ankruptcy. 

NEW YORK—Brooklyn—Floyd Shoe Co., Inc. 
(183 Floyd St.) ; manufacturers; reported called 
meeting of creditors. 

Nathan Ojalvo (202 New Lots Ave.); boots 
and shoes; reported assigned. 

New York City—The Kellers Shops, Inc. (10 
E. 37th St.) (2344, 2786 and 4251 Broadway) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

Samuel Weisbin (“Ruth’s Shoe Shop”) (3119 
Third Ave.); boots and shoes; reported called 
meeting of creditors. ' 

OHIO—Cleveland—lIsadore Oif (3319 Wood- 
land Ave.); boots and shoes; reported petition 
in_ bankruptcy. 

Newton Falls—Leo Fink; boots, shoes, etc. ; 
reported petition in bankruptcy. 

Youngstown—The Mayze Shoe Co. (26 E. 
Boardman St.); manufacturers; reported re- 
ceiver appointed. 

OKLAHOMA — Claremore—T. L. Sullivan; 


boots, shoes, etc.; reported petition in bank- 
ruptcy. 

OREGON—Klamath Falls—Strouds Bootery; 
boots and shoes; reported petition in bank- 


ruptcy, 

PENNSYLVANIA—Hughesyille — Louis Selt- 
zer; boots, shoes, etc.; reported petition in 
bankruptcy. 

Johnstown—E. R. Ailes (‘‘Fairsex Shoe Co.’’) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

Philadelphia—J. Dunoff & Sons (607 Tasker 
St.) (1550 and 2135 S. 7th St.); shoe manufac- 
_ ; reported called meeting of creditors for 

lec, 3. 

Pittsburgh—Rosenberg & Frishman; boots 
and shoes; reported petition in bankruptcy. 

SOUTH CAROLINA—York— Feinstein Bros. ; 
boots, shoes, etc.; reported receiver appointed. 

TEXAS — Laredo —I. Goodman (“Goodman’s 
Guarantee Shoe Store’); boots and shoes; re- 
ported offering to compromise at 35 per cent. 





NEW SHOE STORES 


New York, N. Y.—Felice Shoe Corp. 
New York, N. Y.—F. S. Kauder Shoe Corp. 
Freeport, N. Y.—Nassau Shoe & Hat Service, 


Inc. 
Syracuse, N. Y.—Syracuse Salon of L. Miller 


Co., Inc. 
Wilmington, Del.—Fenix Shoe Stores, Inc. 
Bloomington, [ll—-Newmans, [Inc., 204 le 
Center St. . 
Newark, N. J.—Zaitz Shoe Co., Inc. 


Auburn, Me.—Durand Shoe . (mfr., soon). 

Delta, Colo.—Everybody’s Store. 

Lake City, Iowa—Fort Dodge Dry Goods Co., 
Brooks Bldg. 
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Morenci, Mich.—R. G. Hadley (soon). 
Hugo, Okla.—Smith Luton, 114 S. Broadway. 
— Ark.—Will S. Davis. 
edford, Mass.—Style Hat & Shoe Shop, 
1033 s. Water St. 

Scottsboro, Ala.—Fred B. Gross. 

Eudora, Miss.—H. C. Craven. 

Cavalier, N. D.—Golden Rule Store. 
ae” . Ohio—United States Shoe Corp. 
mfr.). 

cone Creek, Ore.—Reid J. Buseick (soon). 

McLean, Te x.—I. Wassman (soon). 

Enid, Okla.—S. & P. Clothiers. 

Dayton, Ohio—Sol. Margolis & Co., Inc. 
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Philadelphia, Pa.—Charles Silver, Inc. 
Sheboygan, Wis.—Shine Shoe Co. 
Astoria, Ore.—E. W. McMindes, Inc. 
New York, N. Y. i , Inc., 110 

E. 42nd St. 

—— Tenn.—Huey’s Department Store, 96 

S. Main St. 

Ottumwa, Iowa—Bert Gibson (soon), 
Philadelphia, Pa.—Cheroff Department Store, 
2618 Kensington Ave. (soon). 





Bagdad, Fla.—Bagdad L. & L. Co. (soon). 
2 a Monica, Cal.—W. Philo Reynolds, 1834 
t 

= Kan.—Royal Shoe Co., 913 Kansas 

‘Heaheates, Mich.—I. Silk, 315-17 Main St. 
(soon). 

Elkins. W. Va.—Coffman-Fisher Co., Peter 
John Bldg. 
—— Okla.—L. C. Burr Co., Main and B 
ve. 

Sault Ste. Marie, Ont., Canada—Canadian 
Department Stores. 

ew York, N. Y.—Bert’s Shoes, 716 Lexing- 

ton Ave. 

New York, N. Y.—Pearl Shoe Shop, 1562 
Broadway. 


New York, N. Y.—H. I. Goldsmith Shoe Co., 
1666 Pitkin Ave. 





inston-Salem, N. C.—Frank A. Stith Co. 

(add shoes). 
— Angeles, Cal.—Harry Berco, 6716 Central 

ve. 

Yonkers, N. Y.—Marks Army Stores, 13 N. 
Broadway. 

New York, N. Y.—Classy Shoe Mfg. Co., ine 

New York, N. Y¥.—Senack Shoe Co., 205 W. 
36th St. 

Port Chester, N. Y. 

New York, N. Y.—Superior Shoe Corp. 


New York, N. Y.—Harmil Boot-ry, Inc. 

New York, N. Y.—Cut Rate Shoe Store, Inc. 

Salem, Mass.—Phileo Shoe Corp., 242 Canal 
St. (mfr.). 

Everett, Mass.—Otis Bros. Co. (mfr.). 

Falls City, Neb.—Ray Dabner, 1611 Stone St. 

Birmingham, Ala.—J. S. Roberts, 2006%4 4th 
Ave. N. 

Allentown, Ga.—F. E. Johnston. 

Elwood City, Pa.—Kaufman’s Reliable Shoe 
Store, 502 E. Lawrence Ave. 

Wheaton, Mo.—O. D. Duncan. 

New York, N. Y.—Mandelberg, Inc. 

Eldorado, Kan.—Graham Outlet Co., 
Central Ave. 

Madison, Wis.—Arenz Shoe Co., 225 State St. 

New York, N. Y.—National Shoe Sales Corp. 

Albany, Ore.—Walter Gog}. 

Portland, Ore.—Miller Brothers. 
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BOOTS AND SHOES 

Athletic Shoe Co., Chicago, Ill............. 46 
Bass, G. H., & Co., Wilton, Me........... 48 
Ben & Sally Theatrical Footwear, Inc., 

BOW TOE GPa adiccseccscwcsersvcevsces 50 


Blog Shoe Findings Co., New York City... 50 
Booth, Walter, Shoe Co., Milwaukee, Wis.. 23 
Brooks Shoe Mfg. Co., Philadelphia, Pa. .50, 54 


Chase, W. 8., & Sons, Haverhill, Mass..... 46 
Clapp, bent s & Sons, Inc., E. Weymouth, 
ENE Sia0doxwwdeeh o6d0sb0wi 6h csegses eed 44 
Wie6n Oa eesecetnnecahesescysen aoe 54 
Devolder Bros., Boston, Mass.............. 44 
Dodge, Bliss & Perry Co., Newburyport, 
Mass. 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 54 
Edwards, J., & Co., Phila., Pa...... 4th Cover 
Evans, L. B., Sons Co., Wakefield, Mass... 46 


~~" B., Shoe Co., Inc., New York 


TYTTTITTT TIT TTT TTT 51 
Gilbert Shee Co., Thiensville, Wis......... 48 
Gustin, M., Co., New York City........... 52 
Heel Hugger Shoes, Inc., Auburn, N. Y.... 1 


Horwitz, Vincent, Co., Inc., New York City 46 
Hoyt, F. M., Shoe Corp., Manchester, N. H. 46 


Ideal Baby Shoe Co., Danvers, Mass....... 48 
Juvenile Shoe Corp., Aurora, Mo.......... 43 
Kendall Shoe Co., Haverhill, Mass.......... 50 


Miller, I., & Sons, Long Island City, N. Y. 7 
McElroy-Sloan, St. Louis, Mo....... 2nd Cover 


Mishawaka Rubber & Woolen Mfg. Co., 
LS GININs 6 0.666005 400b sree ccenasee 


Musebeck Shoe Co., Danville, Ill............ 5 
ee Bridge Shoemakers, Lynchburg, 


Nettleton, A. E., Syracuse, N. Y........... 44 
Old Colony Shoe Co., Brockton, Mass..... 44 
Packard, M. A., Co., Brockton, Mass...... 44 


Richards & Brennan Co., Randolph, Mass.. 44 
Roth Shee Ce., Philadelphia, Pa........... 50 


Shaft-Pierce Shoe Co., Faribault, Minn.... 48 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 54 
Stacy-Adams Co., Brockton, Mass.......... 44 


Tupper Slipper Co., Brooklyn, N. Y........ 47 








United States Rubber Co., New York 
City Front Cover 


oe eee eee eee eee eee eee 


Wiswell-Treanor Shoe Mfg. Co., Cedar 
ee, | SEP PEL EEE ere ee 4 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass.............- 33 
Armstrong Cork Co., Lancaster, Pa....... 4 


Evans, John R., & Co., Camden, N. J... .30-31 
Hale, eine Rubber Co., No. Quincy, 
Mass 24-25 


Seem meee weet ener ereeerseseeeees 


eben E., & Sons, Philadelphia, Pa.. 29 
Levor, G., & Co., Inc., Gloversville, N. Y..2-3 
New Castle Leather Co., New York City... 35 


Ohio Leather Co., Girard, Ohio............. 6 
Richard Young Co., New York City....... 40 
Surpass Leather Co., Philadelphia, Pa..... 40 
Ziegel Eisman Co., Boston, Mass........... 40 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass......... 64 


Conaway Winter Studios, Brooklyn, N. Y.. 4 


Littleway Process Co., Boston, Mass........ 63 
Mears, Fred W., Heel Co., Inc........... 26-27 
United Last Co., Boston, Mass............-. 53 
United Shoe Machinery Corp., Boston, 
NGS: cckscKnws scogueeetessakende 3rd Cover 


SHOE ACCESSORIES 
Gold Seal Slipper Co., New York City...... 52 
Shoe Lace Co., Ltd., Providence, R. I...... 42 
Warner, W. W., Mfg. Co., Cincinnati, Ohio 66 
Williams Mfg. Co., Portsmouth, Ohio...... 52 
SHOE STORE EQUIPMENT 
American Seating Co., Chicago, Ill......... 51 
Dave’s Display Decorations, New York City 59 


Shoe Form Co., Auburn, N. Y............ 52 
MISCELLANEOUS 

Hotel Berkshire, Reading, Pa.............. 55 

Hotel Morrison, Chicago, Ill.............. 55 

Hotel Times Square, New York City....... 51 

Kirsch-Blacher Co., New York City vii tee 59 


National Shoe Retailers Association, Chi- 
Si Es cb bsbdacddvsvadveddedesgisndted 4 


Simon, L., & Co., New York City.......... 59 
United Hotels of America................. 55 
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Warring Against Returns 


DALLAS—Warring against waste re- 
sulting from the returned-goods evil in 
the shoe business, a division of the Re- 
tail Merchants’ Association has passed 
a ruling which the outstanding shoe 
departments of large department stores 
and specialty shops of the city are en- 
forcing on their customers. 

The ruling follows: 

“When shoes are fitted in the store 
and found to be satisfactory at the time 
of fitting they cannot be returned for 
credit or refund. If the merchandise 
itself is actually at fault, it should be 
returned within three days, or seven 
at the most. Not under any conditions 
will credit be given for returned mer- 
chandise which has been kept out of 
the store more than seven days.” 

“Many customers,” one prominent 
department store shoe buyer stated, 
“believe erroneously, even after careful 
effort on their part and the most care- 
ful work by sales people to fit them 
correctly in the store, that it is neces- 
sary for them to have two, three or 
four pairs of shoes out at one time or 
in succession to make selection of one 
pair. 

“It has been discovered that a few 
of the most unreasonable of shoppers 
wish to buy on the trial and result 
plan, thinking final consummation of 
the purchase of a pair of shoes cannot 
be made until the shoes have been worn 
for awhile! If the decision is unfa- 
vorable it becomes, with them, a case of 
let the seller, not the buyer, beware. 

“With sales people prepared to give 
expert service and stocks offering a 
range of styles to meet all occasions 
and requirements, shoe dealers have 
concluded that satisfaction to the cus- 
tomer and to themselves depends upon 
a careful fitting in the stores. With 
the provision of this service and access 
to stocks within the store any necessity 
for return of shoes is eliminated.” 

Supported by such well-known stores 
as Neiman-Marcus Company, Titche- 
Goettinger Company, Dreyfuss & Son, 
Volk Bros., A. Harris & Company and 
Sanger Bros., an extensive advertis- 
ing campaign is being carried out in 
the form of newspaper lineage, package 
enclosures, publicity interviews and 
store posters to educate the public to 
the advantages of this new shoe en- 
forcement. 
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WITH 


LITTLEWAY LASTING 


THREE WAYS 
SOLE ATTACHING 


— ARE POSSIBLE 


CHAI N STITCH (McKAY SINGLE THREAD) 
CEMENT PROCESS 


LOCK STITCH (DOUBLE THREAD) 


THE LOCK STITCH SEAM IS POSSIBLE 
BECAUSE OF THE ABSENCE OF SIDE 


LASTING TACKS IN LITTLEWAY LASTING 


THE LITTLEWAY PROCESS COMPANY 


1h0 FEDERAL STREET, BOSTON, MASS. 
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SHOE >> THE OPERATION MUST BE 
SPEEDY aap FOOL- PROOF 


| ni rl l tl nn Vulco-Unit Box Toes have proven worthy of 
confidence over a long period of time. Scienti- 
fically constructed to meet every exacting require- 
ment, operators everywhere, know they can de- 
pend on Vulco-Unit Box Toes to produce the 
best results. 

Happy Landing or Perfect Box Toes — the oper- 
ation must be speedy and foolproof. 


Vulco-Unit Box Toes are Both. 


= “ < -MFG+ ComPAnY 


STATLER BUILDING... BOSTON, MASS. 
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BRUSHES end DAUBERS 


 iimpio that a shoe brush is just 
as essential to your customers as a 
clothes brush. Keep Repco Brushes and 
Daubers displayed where your custom- 
ers can see them. The gripping groove 
on the brush and the easy hand fitting 
handle on the dauber allow a solid grip 
without hand cramp. The “live” bristles 
are securely fastened in handles of well 
seasoned wood. Repco Brushes and 
Daubers sell easily and pay you an 
attractive profit. 


For Sale By Shoe Findings Dealers 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Blucher Oxford Welt 


Hula Eric Vamp and Quarter. Indies Eric 
Tip and Fox. 11-8 Leather Heel. Full 
Vamp. Double Tip. 42 Last. 


F5971 AAA 4-8 AA to C 3%-8 $4.00 


White Buck Blucher Welt 
F1632 2-6 C to E 
F2632 5%-8 BtoE 
F3632 8%-12 BtoD 
White Buck Blucher Oxford Welt 


F2754 5%-8 B to E 
F3754 8%-12 BtoD 


FIVE NEW 
STOCK SHOES 


Here are five styles that will be 
good over a wide range of needs 
through the whole winter season. 
They are well stocked and will be 
available for your requirements. 
Of course they are Edwards qual- 
ity which means an accepted 
standard in material and work- 
manship. 


Why not specialize on these 
styles, build your line around 
them and capitalize Edwards in 
stock service for profit and quick 
turnover. 


Patent Seamless Pump Turn 
French Bound. 13-8 Covered Heel. 23 Last. 
F5573 AAA 4-8 AA to C 3%-8 $3.60 


Foxed Blucher Oxford Welt 


Light Brown Elk Vamp and_ Quarter. 
Brown Genuine Shark Tip and Fox. Full 
Vamp. Double Tip. 


F3775 = 8%-12 BtoD $2.60 
F4775 12%-3 AtoD 3.25 


Buckle Laura French Bound Turn 
Patent with Patent and Gun Metal Kid 
Strap. 11-8 Leather Heel. 20 Last. 


F5585 AAA 4-8 AA to C 3%-8 $3.75 
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